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YOU CAN MAKE 


Floater F 


PROBLEM ... 


Ne. 2056—-The Hulda Ti . . 
icon ‘cia <aiathe Thousands of shoe stores throughout America daily 


patent leather tip and 

foxing-—Tredmor Last 
1344/8 wood heel. a — 
Sizes-A'AAA to EE which to fit “problem feet” properly. In many of these 


4 to 10 


have “walk-outs” because they don’t have the shoes with 


stores this item of lost sales represents the difference 
between a profit and a loss at the end of the year. If 
yours is one of these stores, we can show you how to turn 


these problem-feet customers into a source of real profit. 
Ne. 2061—-The Gale Tie 
Black kid with Patent 
leather tip and facing 
——— Miller Health Shoes are built over the finest collection 


ee of scientifically developed basic lasts in America. These 
o 


lasts form the keystone of the most complete and un- 
adulterated foot-help program to be found anywhere. 
In short, ours is a source of supply for dealers who not 


Ne. 2064—The Hanson only want to stop those daily “walk-outs” but also want 


Tie—Black suede with ‘ P 99 
black calf tip-facing and to create more “walk-ins,” at a profit. 


foxing —- Health Last 
12/8 leather heel. 


Sizes-AAAA to E 
4 to 10 


WEST COAST WHOLESALE DEPT. CHICAGO OFFICE 
690 S. Bonnie Brac, 1208 Republic Bldg. 
Les Angeles, Cal. 


Miller Motil ives 


THE MILLER SHOE COMPANY .. . COOK and ALFRED STS. . . . CINCINNATI, OHIO 


NEW YORK OFFICE 
754 Marbridge Bldg. 
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BROLL out the barrels! Because 
the needy refugees in England need 
all the shoes that we can send, and 
as quickly as we can send them. We 
had a thrill that comes only once in 
a lifetime when we talked with a 
merchant who had somewhat shyly 
put the barrel out, fearing that the 
campaign would be a flop or be- 
cause he had never done anything 
like it before in his lifetime and 
feared the comments of one and all. 
But he put out the barrel and told 
us the following: 

“Putting this barrel out in front 
of the store has done something to 
me and perhaps to my community. 


° ‘ 
AN ASSET TOTHE COMMUNITY 





I’ve never played a very conspicu- 
ous part in the life of my town, 
because every waking moment was 
needed for the operation of my bus- 
iness. Putting the barrel out some- 
how had the effect of making me a 
personality of some importance in 
the community, or at least I feel 
that way. People that I had only a 


nodding acquaintance with over the 

years stopped and said: ‘I think 

it's a wonderful idea. What luck 

are you having in filling the bar- 

rels?” And one dear old lady went 

so far as to call me up and say: 
tee 0 EE = 





‘I am pretty much confined to the 
house and I have some shoes that 
still have a lot of wear in them that 
1 would like to contribute to the 
barrel fund. | wonder if someone 
could collect them.” Our delivery 
hoy picked up a bundle of eleven 
serviceable. wearable pairs of shoes. 

“Something else this campaign 
has done. It has shown us the size of 
the reserve wardrobes of a lot of out 
customers and it sure has made me 
feel that I’ve got to be pretty nice 
to my customers, to sell and service 
them with shoes, because if this is 
any indication of home stocks on 
hand, and if by any chance a buyer's 
strike should come again, the public 
can go on wearing shoes ad infini- 
tum without me and my stock. 

“So I'm for rolling out the barre! 


fll) 


and keeping it there day and night. 
because it is doing things for me 
and my community, as well as for 
the war refugees suffering abroad 
with famine and want this Winter.” 


tt * a 


THE response to the “Barrels of 
Shoes for War Refugees” is one of 
the finest tributes to the hearts of 
shoe men in cities and towns, large 
end small, the country over. The 
cooperation of these merchants has 
been wonderful 
is entirely voluntary. 
tinue to come in and here are some 
of the things we are finding out: 
It’s a “natural” promotion idea 


and remember, it 
Letters con 


for the family shoe store and the 


yt THE. 
go“ saet> 


ie 


public - spirited independent met 
chant. Democracy in America will 
never die as long as we continue to 
have responsive merchants who can 
think with their heart as well as 
their head and who measure their 
merchants in their 
towns with such tangible golden 


usefulness as 
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rules as good-will, good spirit, good 
manners and good sense. 


+ * * 


DAVID S. HIRSCHLER, president 
of Hofheimer’s, Inc., Norfolk, Va.. 
says: 

“I note with a great deal of inter- 
est your activity in connection with 
the collecting of shoes for the Brit- 
ish War Refugees, and I am just 
wondering if there is any way that 
we could be of service to you. We 
have on hand a supply of men’s, 
women’s and children’s shoes that 
we would be only too glad to supply 
to those who are so unfortunate; 
that is, providing you can make use 
of them. 

“I don’t know just what the situ- 
ation may be but if they are being 
sent to aid England, and you will 
let me know the number of pairs 
that you think you could use, it 
would certainly be our pleasure to 
take care of your request. However, 
we do not wish any of these shoes to 
get into any other territory than 
England; neither do we want the 
shoes to be held in New York for 


shipment. 











“The shoes which I have in mind 
are new shoes that we have left over 
from past seasons, and which we 
have discontinued from our stock. 
They are not shoes that we have col- 
lected for campaign purposes or for 
publicity. I would very much ap- 
preciate hearing from you.” 


*68B ARRELS OF SHOES” was on 
the air last Sunday and the most 
amazing thing of it all was the fact 
that we knew nothing about it until 
the telephones started ringing Mon- 
day, Tuesday and Wednesday, say- 
ing: “Did you hear the Boot anp 
SHoe REcoRDER mentioned in con- 
nection with ‘Barrels of Shoes for 
War Refugees’ over Station WOR?” 

Honest, we didn’t have a thing 
to do with it and far be it from us 
to be publicity conscious in behalf 
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—The appointment of the Duke of 
Windsor to his post in the Baha- 
mas, made public July 9th, was 
thus formally announced in The 
London Gazette: 

“Downing Street. 

"7th August, 1940. 

"The King has been pleased to appoint 
his Royal Highness the Duke of Wind- 
sor, K.G., K.T., K.P., G.C.B., G.C.S.1., 
6.C.M.G., G.C.1.E., G.C.V.O., G.B.E., 
1.$.0., M.C. to be Governor and Com- 
mander in Chief of the Bahama Is- 
lands." 

—Edward was always popular in the 
States, so we do hope the hot 
tropic sun will not give him an at- 
tack of *abecedarian indigestion. 

—And should he indulge in bathing 
in the blue South Seas, it's to be 
hoped that he leave his *abece- 
darian appendages in the bath 
house, else he might be drowned 
from the actual weight of them. 


Sth Teen 


President. 


*_| ran across a new word recently, 
ABECEDARIAN, which, according to Web- 
ster, means “pertaining to the alpha- 
bet.” 





of the paper. We resolved that this 
was going to be one completely 
voluntary undertaking; and he who 
wished to travel the road of the 
human touch between customers 
who have plenty and the war needy 
who have nothing, can do so on his 
own—without any high pressure 
publicity or patronage or promo- 
tion. 

We think this is the time for all 
of us to be natural in our emotions 
and in our free spirit. But we are 
duly appreciative to WOR for the 
lovely things said over the air on 
the subject of “Barrels of Shoes 
for War Refugees.” 


* * * 


'T AX Deduction for Charity Dona- 
tions: Section 23 (q) of the Inter- 


nal Revenue Code provides as fol- 
lows: 


“(q) Charitable and other contri- 
butions by corporations: In the 
case of a corporation, contribu- 
tions or gifts payment of which is 
made within the taxable year to or 
for the use of a corporation, trust, 
or community chest, fund, or foun- 
dation, created or organized in the 
United States or in any possession 
thereof or under the law of the 
United States, or of any State or 
Territory, or the District of Co- 
lumbia, or of any possession of the 
United States, organized and oper- 
ated exclusively for religious, 
charitable, scientific, literary, or 
educational purposes or for the 
prevention of cruelty to children 
(but in the case of contributions 
or gifts to a trust, chest, fund, or 
foundation, only if such contribu- 
tions or gifts are to be used within 
the United States or any of its pos- 
sessions exclusively for such pur- 
poses), no part of the net earnings 
of which inures to the benefit of 
any private shareholder or indi- 
vidual, and no substantial part of 
the activities of which is carrying 
on propaganda, or otherwise at- 
tempting to influence legislation; 
to an amount which does not ex- 
ceed 5 per centum of the taxpayer’s 
net income as computed without 
the benefit of this subsection. Such 
contributions or gifts shall be al- 
lowable as deductions only if veri- 
fied under rules and regulations 
prescribed by the Commissioner, 
with the approval of the Secre- 
tary.” 
+ * 


fl.” 
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THESE barrels are not rolling in 
the direction of the war refugees but 
they are rolling in the direction of 
public service at that! Harold 
Abrams, secretary of the Wilming- 
ton Shoe Retail Association, writes: 

“I am attaching herewith a clip- 
ping from our local paper, which in 
itself is self-explanatory. This, I 
might say is a result of your ‘Bar- 
rels of Shoes.” However, we feel that 
we have gone you one better—as we 
feel that serving our own country 
first, is more important than mixing 
in foreign dilemmas. However, we 
do have you to thank for our idea 
and wish to announce satisfactory 
results are already promised. Let’s 
have more promotions such as ‘Bar- 
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rels of Shoes’—but let’s stick to our 
side of the world for a while.” 
The merchants of Wilmington, 
Del., held a meeting and initiated 
plans for the collection of old shoes 
for distribution to the needy persons 
in Wilmington and vicinity. The 
local newspaper published the story 
—and the good work goes on. 





Mi. C. GOLDRING, manager of 
B. Schwarz & Son, Spur, Tex., 
writes: 

“We are sending to the British 
War Relief Society, Inc., 12 East 
58th Street, New York City, two bar- 
rels of men’s, women’s and child- 
ren’s shoes for the War Refugees, 
our contribution to the suffering 
War Refugees who are so desper- 
ately in need of assistance. 

“In shipping the above shoes, we 
have carried out your instructions 
in detail, and as efficiently as we 
knew how. For your informatior, 
the above said shoes are all new 
shoes, just the odds and ends of 
what is left over from our Spring 
and Summer shoes. The work is 
wonderful and we are pleased to 
have a small part in the merciful 
work that you are doing.” 


* . * 


PENNY postcards have been com- 
ing in from the public itself. The 
first one came from Princeton, 
N. J.: “In answer to your appeal 
for boots and shoes for war ref- 
ugees, will you kindly put on the 
enclosed card the address to which 
I can send mine.” It was signed 
by a famous name in American 


Letters. 

* 7” * 
TODAY most everybody is ex- 
posed to crank letters. Here’s one 
that came to us: 

“What's the matter? Needy Brit- 
ains? We have plenty of needy 
Americans? We have young chil- 
dren shining shoes on the streets to 
make money. They need shoes. I 
saw one, with a poor-soled pair of 
sneakers on, shining shoes on the 


Sabbath Day. Shining shoes and 
he didn’t have a pair himself. 
What’s the matter with shoes for 
needy Americans? 


@UR answer is as broad as it is 
wide. There is nothing the matter 
with collecting shoes and giving 
them to needy Americans. We are 
not so sure but what this “Barrels 
of Shoe for War Refugees” will in 
time become “Barrels of Shoes for 
American Needy.” One store in the 
deep South has been collecting shoes 
this way for years, so that the poor 
colored people might have foot cov- 
erings. 

We say again. Waste not, want 
not! If the public and the mer- 
chants have shoes that cannot be 
used by themselves, the path of 
charity is wide open. 


. 7 . 


WILLIAM H. ADAMS, president 
of R. H. Fyfe and Company, Detroit, 
sent us an invitation to a party and 
we are duly appreciative—because 
the Boot anp SHoe Recorper has 
been also a member of the staff of 
the R. H. Fyfe & Company of De- 
troit—not for seventy-five years but 
for a full fifty-eight years of reader- 
ship, (which is a generous slice of 
life in any business, anywhere). The 


knily SS 
SHOES FITTED 
in thle 
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party was held, with dinner in the 
Fyfe Auditorium; and in the words 
of Mr. Adams: “To mark the occa- 
sion in proper fashion, plans have 
been laid for a goodly feast. It is 
our wish that you will find it pos- 
sible to attend this rare event in 
person. We will feel most honored 
to have you as our guest.” 

The age of good manners is not 
over when men can be so thought- 
ful. We salute R. H. Fyfe’s on its 
radiant Diamond Jubilee and we 
look forward to many many years 
of mental partnership, as well as 
friendship. 


ED WEGNER, sales manager of 
the House of Crosby Square, Mil- 
waukee, Wis., believes that bowling 
shoes are a “ten strike” in every 
shoe store and it’s a natural field to 
open up the complete sale of athletic 
and sporting shoes—with fitting— 
in the shoe stores of America. Mr. 
Wegner says that an average of 
1,800,000 games are bowled each 
week and that there are 15,000,000 
bowlers in the United States. 


"Okay! Throw them at me and nag me.” 














Below, left to right: NBC's lovely 
Frances Gifford is shown here in 
a smart new Fall sport costume 
and wearing a Valley French 
wedge platform shoe. Mountain 
snake trimming on shoe and bag. 


Center: Miss Gifford wears smart 

low heeled Air Step pumps trim- 

med in alligator calf. The square 

toe, square back heel and saddle 

stitching complement the sued» 
costume. 


With her wool plaid sport dress, 

from Irene Bury, Frances Gifford 

wears these Air Step antiqued al- 
ligator calf spectator pumps. 
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THERE'S a zip to the Fall shoe business—a zip which had been the 
hope of shoe retailers, but one which had not been expected in the 
strength with which it has developed. After careful analysis of the 
first of Fall selling, it is safe to predict an open season on public 


acceptance of new ideas in footwear. 

Patterns and lasts have been worked out with an eye to beauty and 
comfort: there are a few changes here and there for variety’s sake 
this season, but there is no change itself of major importance. 

This Fall it is the element of surprise that is causing the welcome 


AN OPEN 
SEASON 
FOR 
NEW IDEAS 





by WENDELL ©. McCRACKEN 
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impulse which leads to buying. Treatments are unexpected. Here it 
may be in the finish of the leather; there an unexpected bow, an 
unusual vamp treatment or an out-of-the-ordinary heel that makes 
this season’s shoes look different. Above all, new materials, never 
before used for shoes, are giving them an absolutely new look. And, 

it is a look that is being translated into sales checks. 
Early Fall customers are indicating very definitely what will be 
their choice after their first pair purchases of suedes have lost their 
[TURN TO PAGE 43, PLEASE | 


This Season It’s the Unexpected 


that Sells the Shoes, According to 
Wendell O. McCracken, Wetherby- 
Kayser Shoe Co., Los Angeles, Cali- 
fornia. Unusual Materials, Detailing 
and Treatments Serve as Sales Bait 


to Retailers All Over the Country. 


Below, left to right: Frances Gifford, NBC- 

Hollywood starlet, wearing a Premier 

pump of elasticized material with starfish 
grosgrain bow. 


Antique calf in the Florsheim five-eyelet 
tailored oxford, with a square toe and 
square back heel worn by Miss Gifford. 


Frances Scully, Fashion Editor, NBC- 
Hollywood, wearing a Tweedie Pigeon- 
Blue, V-throat elasticized pump, a neu 
shade that is a lovely foil for the brown 
ensemble and most attractive with black 
costumes. The carved wood heel and vamp 
ornament blend attractively and are cor- 
rect details for this season. 








Designed for Complete Visibility 


IN ew Goodwin Men’s Shoe Store in Hollywood, 
Calif., Was Planned to Convey a Friendly Wel- 
come to Customers, Provide Effective Merchan- 
dise Display for Its Long Line of Styles and 
Price Ranges, and Promote a Cordial Personal 


Relationship between the Store and Customers 


Above: Windows and interiors are com- 
pletely related, as this photo shows. 
Taken from the store lobby and looking 
into the shop, it shows a new thought in 
continuous display lines. 


Left: This picture taken from inside the 

store, il’ustrates how the show cases run 

three feet into the store itself. Note that 

the front door is closed, yet the visibility 
is perfect. 


~~e- 


et few mee 
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Left, opposite page: Four 
show case display win- 
dows on each side of the 
entrance, each window 
five feet wide, gives 40 
running feet of glass on 


either side. 


AN architectural symphony in glass perhaps best de- 
scribes the new Goodwin’s shoe store for men. Located 
on famed Hollywood Boulevard in Hollywood and pub- 
licizing the phrase “Finest Men’s Shoes in the World,” 
the management felt they should have a store in keeping 
with the location and the slogan. It was also felt that a 
fine high grade store for gentlemen’s footwear in the five 
to thirty-five dollar field needed different treatment from 
that ever previously accorded a store of this nature. 

Unbiased experts feel this result has been attained. 
Goodwin’s is appointed well enough for the fine trade, 
yet has that warmth which says “Welcome” to the man 
with five dollars to spend. 

Adequate window space to display all grades sepa- 
rately with each price group individualized is an im- 
portant factor in enabling the store to merchandise suc- 
cessfully a wide price range. 

Glass was used freely in the front so that complete 
visibility may be had from the outside, even from across 
the street. Many ideas incorporated by the architect 
were never before attempted in glass and in store design- 


Seven fitting sections accommodate thirty 
patrons. Wrapping desk is at lower left 
center. Note ten interior spot displays; 
mural wood in center back; hosiery and 
accessory cases up near front entrance. 


Left: Looking from the 
center of the store 
towards the street, gives 
an excellent idea of the 
novel ways in which 
glass was used. Front 
doors are closed. These 
glass doors have an out- 
line of brass, with the 
locks down at the bot- 
tom on the floor level. 


ing. The three glass front doors cost nearly $1,000, but 
this was not considered expensive, considering the re- 
sults attained. 

Both proprietor F. C. Goodwin and manager S. K. 
Gibson have been retailing on Hollywood Boulevard 
for years, and they know their clientele thoroughly. 
Goodwin’s is operated on a personal, intimate “small 
town” basis. Fully 60 per cent of the patrons are known 
by their first names, even the movie folk, with 15 per 
cent more known by their last names. 

It was this intimate knowledge of the trade which 


prompted the management and architect to work out a 
“clubby” type of store in which informality and friend- 


liness were the dominant thoughts. And so Goodwin’s 
in the film capitol’s smart Hollywood Boulevard is par- 
ticularly worthy of attention. Its architect. Jack Buck, 
well-known designer of shops, was given a free hand by 
the management in creating this theme. The result—a 

new solution to a common problem. 
Windows and interior are all related; the shop is open 
[TURN TO PAGE 43, PLEASE] 





PLAN 


WACK W. FOWLER, merchandising manager for the 
Innes Shoe Company, Los Angeles, came to this firm 
after making an enviable record as a shoe merchandiser 
in the Geo. Innes Co. department store in Wichita, Kan., 
and with the New Utica store in Des Moines, lowa. 
Relative to his job he says: “A shoe buyer’s respon- 
sibility only starts when he has finished his shoe selection 
program for a period. His greatest job is to get these 
shoes properly and profitably sold. He must first sell 
them to the sales force, to department heads, to his dis- 
play manager, his advertising manager and even to his 
boss. Old-time stores like the Innes Co. who are success- 
ful are changing merchandising and promotional meth- 
ods to faster and surer methods of operation. Planned 
merchandising policies are vital, the better they are 
planned, the surer they are of being profitable.” 


MIR. FOWLER: Now here is a broad outline of our 
Fall merchandising and advertising policy. First, we 
will advertise suede shoes, because that’s how Fall begins. 

Miss Smith: Yes, all my fashion reading leads to the 
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and PROMOTE 


conclusion that suedes will be good until Oct. 1 in 
Southern California. After that date, fabric and calf- 
skin begin to take over, under the new schedule of sea- 
sonal changes. 

Mr. Fowler: That’s exactly right. So, it will be suedes 
first, then we will follow with promotions on two innova- 
tions, shoes with the furniture or wood-carved heels and 
trims; then the Vinylite or plastic shoes. 

Mr. Terhune: I will be interested in seeing your pro- 
motions on these new shoes. Next, I presume you will 
start on your smooth leather shoes. 

Mr. Fowler: Yes. Our regular browns, blues and 
blacks will naturally come in for their share of publicity. 
Then, in October, we will stress alligators and reptiles 
for wear with fur-trimmed or fur coats and the warmer 
woolens and tweeds, even though the days are still warm 
here in Southern California.- In addition, Miss Smith 
the present plans call for quite a bit of promotional 
effort to be put behind low-heeled shoes both in our ad- 
vertising and window displays. I would like to have 
you begin to rack your brain for the best possible meth- 
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Left: Jack W. Fowler, merchandising manager, talks 

with Hazel E. Smith, advertising manager, on the Fall 

shoe promotions for the Innes Shoe Company, while the 

Boot and Shoe Recorder representative, Harry R. 
Terhune, listens in. 


ods of putting low heels over to the public in an aggres- 
sive manner, one calculated to bring in both new and 
old customers. 

Miss Smith: That should be a simple matter for we 
all know women are really getting smarter in more ways 
than one. For one thing, women are more and more 
coming to realize it is smart to be comfortable—and 
lower heels not only give a smarter appearance with 
casual or business clothes, but they give one more energy 
with which to meet the demands of this modern-day 
world of activity. 

Mr. Terhune: When you bought those low-heeled 
shoes, Mr. Fowler, what did you as a fashion buyer 
have in mind as the fundamental reasons why your 
clientele would accept them in a volume way, especially 
in the better grades that you have selected? 

Mr. Fowler: For one thing, the shorter skirts women 
are wearing and will wear this Fall call for lower heels. 
Here’s another thought: women’s clothes are gradually 
taking on a more military appearance and these severe 


for PROFIT 


types of shoes as they come in will be a signal for 
women to get into more sensibly heeled shoes. 

Mr. Terhune: 1 know you have bought some of the 
Fall adaptions of play shoes for street wear. Do you 
consider them important enough to be considered in 
your promotional program ? 

Mr. Fowler: We are following up the successes of the 
past Spring and Summer season with even finer play 
types than we had then, both in capeskins and now in 
Buckos which have a definitely Fall look. These shoes 
will not be promoted solely for either play or leisure 
footwear, but for street and business mainly. Now Miss 
Smith, let’s see what we can develop in the way of some 
special promotions on these shoes that will be different, 
yet appealing. 

Miss Smith: You'll want an entirely new approach to 
make women realize this kind of shoes have been taken 
yet the shoes afford the 
same smooth, easy-going comfort, combined with casual 


out of the play shoe category 


smartness. 

Vr. Fowler: Yes, and we'll even coin a new name for 
them. But now let’s get down to the major part of the 
Innes store business, our staple business. The merchan- 
dising of shoes which appeal to the maturer women is 
in all reality the foundation of the entire business struc- 
ture of the Innes Shoe Company. One thing we are posi- 

[TURN TO PAGE 31, PLEASE | 


A prominent Los Angeles Shoe firm maps out 


ite sales strategy 


for the Fall season and 


allows BOOT AND SHOE RECORDER to report 


step by step the progress of its promotion sched- 


ule. A dramatized story of a season's publicity 


procedure. 


designed to stimulate selling by 


timely presentation of fashions that hold the 


promise of profit. 


Rough layout on Back-to-College feature ad, 

wherein a group of six different shoes are 

offered at the one budget group price of 

$25.00. This original idea of Fowler’s is a 

new slant on getting the attention of the 
younger set. 























*SWHEN you get them young and treat them right, 
you have a customer for at least twelve years.” 

“Be mighty sure you keep EVERY promise you 
make in your advertising; don’t try any short cuts in 
your fitting service.” 

“It’s strange that so many stores have failed to find 
out that the children’s department is a profit maker.” 

“There’s no trick to building a good children’s busi- 
ness—it’s simply good shoes plus good service.” 

The men who made these remarks should know what 
they’re talking about because they’ve built up a success- 
ful, and still growing, children’s department in a little 
over two years. It was just that long ago that A. Rosen- 
berg and Robert E. Feilich left a downtown New York 
department store where they had built up a successful 
children’s department featuring higher priced shoes and 
came to a popular-priced uptown store where children’s 
shoes had been sold in the popular-priced manner, with- 
out benefit of real fitting service. Here at Alexander’s, 
Fordham Road and Grand Concourse, they have applied 
the principles of their former success, plus a new idea 
or two, to shoes priced from $1.99 for babies, with a 
top of $5.29 for large sizes. At this Fordham Road 
store there are five regular sales clerks and several 


THEY SELL 


In Two and a Half Years, Alexander's 
Children’s Shoe Department Has Been 
Transformed from Just an Ordinary 


Section to a Profit-Making Depart- 





ment through Methods That Any 











Store Could Apply with Success 


Full-page ads in tabloid and 
neighborhood newspapers sell 
the need of correct fitting by 
pictures and educational copy. 


trained extras. On a Tuesday morning there were six 
salespeople on the floor. 

Mr. Frelich also buys women’s shoes and Mr. Rosen- 
berg is merchandising counsellor to several style depart- 
ments, so the children’s shoe department cannot be 
given exceptional attention. However, there is always 
a fitting supervisor on the floor. The regular man on 
the floor has a well-trained understudy. “Foot Guider 
Register” cards are used to keep a record of all fittings. 
The child’s full name and address and date of birth ap- 
pear at the top. Below are spaces for listing date of 
purchase, style and size, corrections made, posture re- 
marks, name of salesclerk and supervisor, together with 
a notation if a “Foot Guider” or another shoe was sold. 

A four-part fitting program is followed with each lit- 
tle customer. First, posture study. Second, scientific 
measuring of length, width and arch. Third, four-way 
check: length, for room to grow in—width, for room to 
move—arch, for snug fit—heel, to eliminate slipping. 
Fourth, X-ray check. Then every fitting is re-checked 
by the supervisor. 

Store policies have led to a good plan of follow-up. 
Alexander’s uses newspaper advertising exclusively. So. 
instead of writing they phone the customer when a 
check-up of the child’s feet and shoes is due. They think 
it a much better plan than mail would be. If anything 
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for CHILDREN 


should be wrong or need adjusting they find it out faster 
and more often than they might if mail were used. 
This Spring, when the department was enlarged and 
re-decorated, several practical ideas were developed that 
permit good in-store promotion, as well as a very invit- 
ing appearance. Formerly dark shelving was dressed 
down io the original wood and given a light, natural 
finish. Above the shelving, plywood panels, painted 
blue, extend upwards to conceal the stock rooms. On 
these panels at intervals are appropriate display signs 
worked out in white and rose. Two upper rows of stock 


Foot health for children has 
a profound appeal to parents 
when presented in convincing 
well-planned advertisements. 
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shelves were removed to create a lower effect, and in the 
shelves themselves is a continuous row of shoulder-high 
illuminated shadow boxes for display use, while at the 
right end of the curved shelving two sections are given 
over entirely to a complete display of the shoe styles 
carried in stock. Next to these, space has been given 
to showing all the parts of a dissected sneaker, which 
has been a big selling help all Summer. 

In wall cases (open) on the left end of the curved 
shelving are displays dramatizing “Foot Guider shoes 
keep little feet healthy because they have roomy toes. 
natural shape, flexibility” and each point is emphasized 
by a shoe placed in a cut-out in the back panel shaped 
to hold the shoe in proper position on the panel. Flexi- 
bility is proven by bending the shoe to fit the prepared 
opening. Before these displays are the little chairs on 
a platform for babies. Other chairs in the department 
are the regular tubular style, finished in blue. and the 
carpet is a deep rose tone. 

The colors are good—tight grey-blue, with dark blue: 
light blue above the shelves; some light rose to blend 
with the dark rose carpet; white for relief. Cartons 
pick up the blue and rose tones also. 

[TURN TO PAGE 31, PLEASE] 
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DU TLOOW 


Cease and Desist 


WY HAT’S in a name? That is the question! If it is an 
advertised name, it’s sweet music in the cash register 
of the store that carries it. But believe it or not, that 
very same name has its decoy value in some other 
store. To be more explicit, let’s tell the story: 

A shoe man was guest at a neighbor’s house. The 
lady of the house said, in a very complimentary tone 
of voice: “I bought a pair of your shoes the other 
day. I had seen them advertised and | had heard you 
talk about their merits. Who could resist them?” The 
shoe man looked at the pattern, and as he knew the 
child of his mind, he saw a maverick pattern and blus- 
tered: “Those are not our shoes. Are you sure you 
asked for them by name?” She replied: “I certainly 
did and now that I come to think of it that salesman 
appeared to me to be particularly dumb on the subject. 
But who was I to insist upon seeing the label?” 

There you have it, in an incident that is repeated day 
alter day in shoe stores the country over. It isn’t the 
old drug store racket of substitution. It’s high-handed 
evasion of a very subtle nature—because the customer's 
remark is left high in the air and no answer given. 
Other shoes are put on and if they click, the sale is 
made and nothing more is said. It’s part of the policy 
of merchandising, “never to let the customer get away.” 
Show the customer something else. LET THE CUS- 
TOMER BEWARE. 

In the spirit of this new form of merchandising the 
implication is: “The customer won’t find out. The 
customer won’t mind. Our’s are just as good.” 

Westbrook Pegler, one of America’s keenest ob- 
servers, puts it: 
principle and surrendered to the what-the-hell philos- 
ophy, which holds that any crookedness short of down- 
right criminality is all right if it is clever and if it 
produces results.” 

Our very presentation of the subject will bring up 
the comment: “Hauling out old-fashioned ideas of 
doing business.” Where have I heard that before—that 
“honesty is the best policy.” 

Many businesses are intoxicated with the idea that ad- 
vertising money is something that the other fellow 
should spend. It isn’t long before they get really intoxi- 
cated with the idea that they can trade on the other 


“People long ago wearily abondoned 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


fellow’s advertising expenditure. The first example of 
it, and a legitimate one at that, is the store adjacent to 
a big department store, that always puts on special fea- 
tures the day the big store is advertising heavily. It 
whoops up the window and draws the trade in by every 
possible means. Certainly there is nothing wrong in 
that. It’s the good luck of the little store to be near 
such a pulling magnet. 

But the operator who picks a trade name that is 
close to any famous name, close in words, picture and 
promotion, deliberately goes along the road of business 
to trade on the other fellow’s good-will, built up by 
advertising. If he can get away with it—and it’s not 
too blatant an 
cially O. K. 

But when a merchant receives a call from a customer 
for a definite named shoe and then fumblies the ball. 
that’s something akin to pure deception and dishonest 
practice. It seems to be more apparent as a fault of 
retailing now, than for some time past. 

But it had better stop because the Federal Trade 
Commission is accelerating its activities in spreading 
Cease and Desist orders all over the land. It has its 
eye on the cancellation shoe shop and the sources from 
whence it gets its plunder. It stands ready to issue 
orders that you can’t designate a product with a name 
or private brand of well-known advertised lines, or 
even approximate that deception, without the eagle eye 
of the Federal investigator. 

In fact, the Federal Trade Commission now goes so 
far as to put a sharp eye on the practice of stamping 
price figures on the bottom, to indicate that the shoes 
are worth much money—so that the bargain rate is 
made more attractive to the gullible. Strange, isn’t it 
that if you stamp the bottom of a shoe $10.00 some 
people will believe the values are actually therein con- 
tained—when, by the grace of a flamboyant window 
card, the shoes are offered for $1.98—“with laces, with 
shoe horns and other baits.” 

Democracy isn’t all “license” or liberty to do—it’s 
also co-operation, honesty and good manners. 


imitation, he considers it commer- 
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REQUIRE MOISTURE AND WEAR-RESISTING 
SOLE LEATHER 


In the tall timber of Oregon or the dense forests 
of Maine, in the woods of Michigan or the Cypress 
growth of Florida, on the river drive or at the saw mill, 
rugged footwear is essential. 


The selection of Kistler Long-Time Tanned Sole 
Leather for the outsoles of Logger Shoes, adds more 
than uncommon serviceability. It imparts other qual- 
ities to the shoes, which will be admired, appreciated, 
and valued for the satisfaction given. 


The fine outside appearance of this sole leather 
mirrors the strong internal structure, which is an im- 
portant feature when spikes are to be relied on for 
protection. 


CHART OF A SIDE 
OF SOLE LEATHER. 
KISTLER 
BENCH BRAND 


| comet from 
Hh PART COVERED BY 
| OUR TRADE MARK 





WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET. MILWAUKEE. WISCONSIN 
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H. D. WILTERMOOD 
Manager of the women’s and children’s shoe 


departments, H. C. Capwell Co., Oakland, Calif. 


TELEGRAMS 


New Business for Coast Store 


Create 


AN increase of 15 per cent in new customers and a 
40 per cent gain in general business done is the record 
achieved by the women’s and children’s shoe department 
of the H. C. Capwell Company, Oakland, as a result of 
a personalized tie-in with the store’s policy of announc- 
ing its anniversary sale to regular customers via tele- 
gram. 

These telegrams called “courtesy-grams,” are sent so 
that customers receive them on a Saturday morning, 
prior to the opening of the store’s sale on the following 
Wednesday. This means customers have three days in 
which to select merchandise before the sale is announced 
to the general public. 

The courtesy-grams, which cost the store about six 
cents each, urge customers to take advantage of the 
opportunity to save on their wardrobe including shoes, 
etc., and to do so in advance of the general public sale. 
About 50,000 persons receive these telegrams, of which 
17,000 are customers of the women’s and children’s shoe 
department. 

Instead of relying on this general telegram to bring 


in the business, H. D. Wiltermood, manager of the de- 
partment, conceived the idea of adding an additional 
prod. This was done in the form of a follow-up postcard 
sent out by the salesmen to their individual customers. 
These cards were written in longhand and signed by 
the salesman, in order to give the message the personal 
touch which Mr. Wiltermood insists upon. 

This procedure was made possible through the keep- 
ing of a customer book by each salesman, in which are 
listed names and addresses of customers and their indi- 
vidual shoe likes and dislikes. The postcard called 
attention to the fact the department had a large stock 











COURTESY DAY AUGUST 1ST H C CAPWELLS 10TH ANNIVERSARY Salz STOP 
BECAUSE YOU ARE IMPORTANT EB C CAPWELL CUSTOMER WE ISVITE YOU TO 
MAKE YOUR SELECTION ON COURTESY DAY IN ADVANCE OF THE SALE OP=Y 
INO STOP ITS YOUR OPPORTUNITY TO SAVE OF YOUR SHOES ETc STOP 
COME IN COURTESY DAY TUESDAY 











Shoe Department of H. C. Capwell Co., Oak- 
land, Calif., Adds Many New Customers and 
Increases Business by Means of Telegrams to 
Regular Patrons Followed Up by Personal 
Cards of Salesmen Telling of Special Offerings 


Before Public Announcement 


of shoes on hand in all sizes, and stressed that the sales- 
man would only be too glad to show these to the cus- 
tomer, keeping in mind her tastes in shoes. 

This maneuver resulted in the customers bringing in 
the postcard when they came to look at shoes. “In most 
instances, they thanked us for the card,” said Mr. Wilter- 
mood, “It was easy to see they appreciated the gesture. 
It built a lot of good will for us, and I’m sure it helped 

[TURN TO PAGE 48, PLEASE] 
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THE NEW LINE 
THAT BELONGS 
IN YOUR STORE 


You might just as well take your pencil and 
start writing sizes for a trial order of 
PEP-ER-UP shoes, for they are the industry's 
outstanding buy in misses’ and children's 
sizes. These shoes are unexcelled in quality, 
fit, and styling at the price. They are the 
“little sisters" of the famous 


“College Hill 
Sport Welts’’ 


So you can buy them with confidence and sell 
them with assurance. They surely belong in 
your store. 


GENUINE GOODYEAR WELTS 


For Children: A—11 to 12; 
8B, C, D—8/2 to 12; SPRING HEEL 





TERMS: 5°, 10 days, net 30 
days. Service charge of ten cents 
(10) on orders totaling four pairs 
or less. 











For Misses: AA—13 to 3; 
A, B, C, D—12'/2 to 3; 
7/8 STRAIGHT BREAST HEEL 
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Autumn Selling 


The Bootery, women’s shoe store on 
34th Street, New York City, has one 
of the most attractive early Fall win- 
dows that we have seen. 

In the first place, beautiful back 
ground paper of a Fall countryside 
with its brooks and trees and Autumn 
leaves completely covers the back 
wall. Then trees, extending from floor 
to ceiling have been set up with Au- 
tumn foliage growing at the top and 
squirrels and other wild animals 
crouching on the lower limbs. Sprays 
of Autumn leaves and branches are 
tastefully arranged in the corners of 
the display. The fronts of the dis 
play platforms have been faced with 
natural wood bark and the tops of the 
platforms have been covered with a 
composition that is the best artificial 
earth that we have seen in a long 
time. 

* * * 


A Slipper Selling Bar 


Over in Macy’s, in the large wo- 
men’s shoe department, they have a 
series of center posts running down 
the center of the selling floor. 

Recently they have put one of these 
posts to good use as the center fea- 
ture in the arrangement of a circular 
slipper and play shoe bar. The bar 
is about fifteen feet in diameter with 
shoes on display on top and unde: 
the glass topped counter. Stock is 
kept in ample space under the selling 
counter. 

The real feature of the display, 
however, is the good use to which they 
have put the center post. A circular 
staircase has been constructed around 
the post and its old rose color against 
a pale green background sets it off as 
an admirable display stand for slip- 
pers and play shoes. Illumination is 
from a circular box built around the 
post directly overhead. 





A Boot and Shoe Recorder Department 











Systematic Stock Control 


The Regal Shoe Store, Broadway 
at 39th Street, New York City, has a 
stock arrangement that should be of 
interest to the shoe merchant. 

Stock shelves in nine parallel rows 
extend from the rear wall out into the 
center of the store. Three foot aisles 
between give ample room for the sales- 
men. On top of each row of shelves 
is a large number denoting the sizes 
kept in that row. The number of 
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From our fall sorority of black suedes, the 


“bow pump steps out, mighty sure 
itself. Way mot? It's styled by Fred 
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GEEEEETHE STETSON SHOE SHOP, STH AVE. & 6TH al 


This is a very significant ad. It 
is the first time, to our knowl- 
edge, that a store has given credit 


creation of a shoe—definitely said 

that he is gifted and made him 
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shoes kept in each set of shelves is 
plainly marked on the end of each 


row. Men’s shoes are stocked on the 
left side of the store, women’s on the 


right. 
* * * 


The Experts Say 

“We Asked Questions 

Here’s the Answers 

College men from all over the 
country 

picked these style as Top’s 

and gaining in favor.” 

The above sign appears in the win- 
dow of the Young Men’s Shop, Wash- 
ington, D. C., and captions a display 
of three fast selling college men’s 
shoes for Fall. Young men will often 
put more reliance in style choices of 
college men than they will in the selec- 
tions of shoe buyers! so keep in touch 
with the times or watch your jobs, 


shoe buyers! 
= * * 


The Ensemble’s the Thing 


Overhead and across the whole en- 
trance to the Men’s Shop, Stern’s de- 
partment store, New York City, runs 
a series of excellent black-on-white 
line drawing showing the correct 
men’s attire for all occasions. 

It would make an excellent idea for 
a wall or background display for a 
men’s shoe department or shop to give 
the customer suggestions as to what 
type of shoe is best suited to wear 
with each costume. 


* — = 

Wooden Ware 
“Don’t Knock on Wood,” 
says Ecton’s 
of Oklahoma City 
in their ad 
opening .a new season 
recommending 


“Walk on Wooden Heels” 


and so you see 
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BEST IDEA OF THE WEEK 
WE HOLD TO A PRINCIPLE 


(Ross-Harris Shoe Store, New York City ) 


O. P. Ideator—*| was just passing by and I thought 
I'd drop in to ask how you made out on your sales this 
Summer.” 


Mr. John L. Harris—“You know that we have never 
run a sale in our store since we opened five years ago. 
We don’t believe in them.” 


O. P. Ideator—*That’s a good business principle, but 
there’s not many stores that can live up to it.” 


Mr. Harris—*! must admit, however, that we do give 
our customers a break in a different way. Right after 
New Year’s we send all our customers on record a 
dividend check which allows them a cut of 10 per cent 
on all shoes purchased within a period of six weeks. 
These checks are not transferable, and unless the cus- 
tomer’s name has been recorded because of a previous 
purchase, it is not honored.” 


O. P. Ideator—“I can now see that my question on 
your Summer sales was completely out of order.” 


Mr. Harris—“Not completely. I am gradually work- 
ing up to what happened recently. 

“Because we are not so clever that we sell out every 
line to the last pair, over the five-year period since we 
opened, we accumulated a couple of hundred pairs of 
odds and ends. All staple shoes but an accumulation 
of changed patterns. 

“Well, we decided to give our recorded customers a 
break. So, we ran a PRIVATE SALE from July 25 
to August 10. 

“The other day, one of our customers came in to take 
advantage of our announcement and brought a friend. 


She was fortunate in picking up an excellent pair at the 
special offer price and was able to save about 20 pe 


cent. After the purchase of the shoes, the customer 


acked whether her companion could be fitted, too. O/ 
course, her friend could be fitted, but not at the sale 
price as she was not a customer on the record.” 


O. P. Ideator—‘“l\t seems to me that that is sticking 
pretty closely to business principles.” 


Vr. Harris—“Now this might seem like carrying a 
thing too far, but that is not the case. When we say, 
‘THIS OFFER IS ONLY FOR OUR CUSTOMERS 
OF RECORD, WE MEAN JUST THAT.’ But of course 
we managed to sell the other lady in the above case 
and here is the point; We showed the friend several 
pairs that fitted her. She paid full price for the pair 
she bought and came back four days later and got an- 
other pair at the sale price, as she was now a customer 
of record. 

“No, Sir, this is not an isolated instance. And the 
reason folks have confidence in us and our methods 
of doing business is because we don’t turn color with 


every other customer. WE HOLD TO A PRINCIPLE.” 


O. P. Ideator-—“Does it pay, today, to set up such 
strict business standards?” 


Mr. Harris—*“As to whether it pays, I can only say 
that we will show a business increase of approximately 
22 per cent this year. 

“We believe that a principle in business is worth 
more than a mere sale and our customers seem to think 
so too.” 








what was concealed 
beneath the covering of 
leather or Pyra plastic 
now comes into view 
carved and turned and 


inside the door is often crowded with 
merchandise. Barriers of merchandise 
are frequently placed near the door. 
Many times there is an awkward step 
up or down from the sidewalk level. 


These are little things and are easily 
remedied, but they keep many people 
out of stores. Check up on your en 
trance. Make it easy for every body to 
enter your store and buy your shoes. 


stained brown. 

Heels are prominent 

in ads, windows and 

eyes of customers 

so 

promote the new 

when it is in the news. 
The standard beauty 

of regular shoes with 
regular heels will remain 
for 

Fads may come and go 
but feet remain feet forever. 


* ” * 


Does Your Store “Invite” 
Business? 

Many stores actually make it hard 
for people to enter. Many stores have 
a cold exterior that drives potential 
customers away. Many stores have 
doors that are too heavy for women 
to open easily. The space outside and 


The infinite variety of window display is here expressed. You can do 

what Sal:s Fifth Avenue did put a rope curtain smack up against 

the glass—cutting off all of the background—and concentrating in- 

terest on four still-life settings of shoes, within flat gold frames. This 

shows how you can do it. “The window is the stage and the merchan- 
dise the actors, thereon.” 
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Left: The “Old Timers” of the Chicago 
Shoe Travelers’ Association. 





The RECORDER 
CANDID COMMENTATOR 


Visits with the Members of the Chicago Shoe Trave- 


lers’ Association at Their Recent Annual Picnic at ' 
oves nse . Above: Norman N. Souther, right, 
6. BM. Gr Mstate, Se welte, 5S past-president of the National Shoe 
Travelers’ Association and of the Chi- 
cago group, who captained the “Old 
Timers” ball team, and Mortimer 

Marks, captain of the “Upstarts.” 


Above: W. K. Allen, president, Mark Con- 
stantine, vice-president, and George Slater, sec- 
retary of the Chicago Shoe Travelers. 


Middle photo: Pete Ware, one of the 
old timers and charter members of 
the Chicago Shoe Travelers 


Above: Two old timers, the genial host, 
G. M. Groves, and Sig Einstein, formerly 
with the Florsheim Shoe Company. 


Right: The “Upstarts” of the Chicago 
Shoe Travelers’ Association. 
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Preferred... 


Pallovers by Uliman 


s for the American designed shoes that are perfect 
te wear with trig slacks, stalk-slim suits and attenuated-line dresses. 
Pebbled in surface, beautifully susceptible to dyes, Maracain is adaptable 
te leisure, business and town shoes, to staple and high fashion stocks. 
Maracain shoes have a custom-tailored finish because Maracain is hand- 
worked, even in tanning. Maracain is the leather of the hour, the leather 


im demand for American shoes because it is at the same time sturdy and 


kid-weight. 


Vow Crstle ¢ XE Allied (Xd 


100 Gold Areet New York Cry 
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be AND UCO | 
~ LOCKSTITCH © 


Se The LITTLEWAY and UCO LOCKSTITCH processes are easily 
adaptable for today’s style leaders. They assure economical and 
sound means of sole attaching and employ shoemaking principles 


that reflect true flexibility and comfort in the finished product. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 





BOOT ann SHOE RECORDER, September 14, 1940 


Plan and Promote for Profit 


[CONTINUED FROM PAGE 19] 


tively committed to, namely, to broaden 
the sales appeal of our staple business 
to our loyal friends, those middle-aged 
women and young matrons who have 
been our consistent patrons for these 
many years. Your job, Miss Smith, will 
be to tell these good women in unmis- 
takeable copy how we have augmented 
our Fall stocks by certain dressier styles 
than have heretofore been available. 
Now, instead of showing these regular 
repeat customers just conservative pat- 
terns, we will present two, three or four 
smart styles, types for every occasion 
and need. Here’s a thought. As every- 
one knows, we keep to just women’s 
and children’s shoes. The basis of our 
future business over a period of years 
has been our children’s department, be- 
cause we have fully realized that satis- 
fied children patrons of today are our 
college and adult customers of to- 
morrow. 

Miss Smith: Yes, I am keeping the 
children’s department in mind constant- 
ly. In addition to direct mail folders 
which will be going out with statements 
and in merchandise, we are planning 
some appealing back-to-school advertis- 
ing, which we feel confident will bring 
youngsters and their mothers to the 
second floor. 

Mr, Fowler: You will remember, we 
were discussing the matter of a back-to- 
school promotion for the high school and 
college girl. While we do enjoy our share 
of the matron and conservative type of 
patronage, I feel we are not getting the 
young people into the store in the pro- 
portion we should. The young girl of 
today is the matron of tomorrow. We 
want her to be a habitual Innes cus- 
tomer. Now our job is to get her in 
here—to let her know we have for her 
just what she wants at the price she 
wants to pay. 

Miss Smith: That’s right. And we've 
got to remember, to bring the younger 
trade into the store in numbers, we have 
to show her we not only have shoes 
which will give her a lot of “oomph” (if 
you will excuse an overworked word) 
but we have the exact shoes she ad- 
mired on Sally Jones or Millicent deMil- 
lion. In other words, the shoes we ad- 
vertise must have a “popularity ap- 
peal” as well as eye appeal. 

Mr. Fowler: The majority of parents 
sending daughters to school operate on 
a budget. Since they have just so much 
to spend and since the girls must have 
about six or seven different kinds of 
Shoes to carry them into and through 
the first semester, we have worked out 
& complete back-to-school shoe ward- 
robe for $25.00, shoes that will take the 
co-ed around the clock, from dawn to 
dawn. 

Miss Smith: All right. I will get 

on this and show you a rough lay- 
out the first thing in the morning. There 
will be a “dorm sneaker”; a saddle ox- 
ford for campus wear; a spectator 


pump; a classroom “softie”; one of 
those new clever wedgies you bought; a 
“date” shoe and an evening slipper. 
This should make a fine buying impulse 
starter for the youngsters. 

Mr. Fowler: That pretty well covers 
the general Fall promotional situation. 
I believe this rounded program will 
clock some real results. 


They Sell Foot Health 
For Children 


[CONTINUED FROM PAGE 21] 


Show cases that serve to separate 
the department from the rest of the 
floor, like other display spaces, are 
changed frequently. At one time photo- 
graphs showing the four steps in fit- 
ting were used, together with groups 
of shoes using individual tickets giving 
descriptions and prices. At another 
time shoes were shown, dividing the 
line into size groups, each with special 
signs: 

Sizes 3 to 8—Full roomy toes for lit- 
tle feet to spread and grow. 

Sizes 8% to 12—Nature shaped and 
flexible to keep feet healthy. 

Sizes 12% to 3—Balanced heels and 
toes of scientific Footguider lasts. 

Footguider lasts give poise and grace 
to a girl’s posture. 

Boys’ shoes, designed with children’s 
health features, plus manly ruggedness. 

Advertising is used about six times a 
year, under the present schedule. Lay- 
outs are full-page in the Daily News, 
a tabloid; they also appear in Bronx 
Home News in the same size. The ads 
are well planned and illustrated. They 
are backed up by full window displays 
at the time of insertion, in which the 
points of the advertisement are well 
dramatized. Reprints of the ads appear 
throughout the other departments of 
the store. 

Working on a foundation of sound 
principles these men have built up a 
profitable department in the popular 
priced shoe field. Through service and 
promotion, backed up by a good shoe. 
they have conclusively proven that a 
children’s department can be a profit 
maker. If the interest is there the 
profit will be there, also. 


Adds to Children’s 


Department 


East CHIcaco, IND.—A _ separate 
children’s department will be added to 
the Harry Tarrler family shoe store 
here on completion of the 50-foot annex 
now being built. The store already has 
a small children’s section but this part 
of the business is to be considerably ex- 
panded. Completion is expected about 
October 1. Mr. Tarrler also operates 
another store in East Chicago and one 
in Hammond. 








Fine workmanship and _ high- 
grade materials are reflected in 
the good SERVICE rendered by 
Health Spot Shoes. 


The exclusive construction (pro- 
tected by U. S. Patents Nos. 
1,850,977, 2,150,779 and 1,916,- 
198), is the secret of Health 
Spot COMFORT. 


The result is SATISFIED PER- 
MANENT CUSTOMERS ... and 
profit for the dealer. 


The exclusive Health Spot Shoe 
Shop offers an unusual opportu- 
nity for the man with orthopedic 
experience who has $3000 to 
$5000 to invest. 

According to statistics, 7 out of 
10 persons have foot trouble. 
Why not appeal to them with a 
good strong shoe that will an- 
swer their NEED? 

Health Spot Shoes, combined 
with your past experience, will 
enable you to give your custom- 
ers a different kind of service. 
Their continued patronage will 
build your business. 


FREE TRAINING SCHOOL 


Learn Budget Control, Business 
Management, Fitting and Selling 
Technique. Prepare yourself to 
own a successful Health Spot 
Shoe Shop. Three-day classes 
held each week in Danville. 
Write for full details. 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 
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Aniicinale 
Market 


The 1940 hunting and sporting season will bring to retail 
shoe dealers a splendid business in) sporting boots and 





rubber footwear. 





The economic index of retail sales points 
















































definitely to greater retail profits— S 
Many communities already report 
10% to 15% greater volume. The y 
trend flashes the green light — It’s 
time to go. 
CHECK YOUR STOCKS NOW T. 
Anticipate this 1940 Fall 
market. Contact a source of 
footwear supply that you 
know will carry at all times 
ample inventories to make - 
. . 01 
prompt delivery direct to Con 
your door. GENERAL UTIL- _ 
. Cc 1s] 
Be sure that the line of Stocked all black. pas 
i Oli b t - : 
footwear delivered to your der only. AY full indi 
store is priced to build bet- io” _sether slide, to the 
fit f Bap quasse amen. taxe 
ter profit for you. cae Goan the 
It n 
aMBERTYVI ; on « 
Lm «ine peri 
ino ue “ ate 
SNAG: ROO Mr. | 
SNAG-PROOF » upon 
15” LACE BAL cont 
All black lace oe oe : 
pac. Heater fin- an TN : and 
ish. Dual foxing. maio 
= LAMBERTVILLE DIVISION out 
THE SERVUS RUBBER COMPANY years 
Office and Stockrooms be th 
328-330 Broadway, New York, New York 
Factory and Stockrooms exces: 
Rock Island, IIlinois with 
said } 
the ef 
Proves 
OLIVE DRAB GOER 16” Hi Th 
All olive drab with full ‘touse 
crepe outsole and heel. if thes 






Ankle fitting. Five-eye- 
let closure at top. 








Lambertville Division 
SERVUS RUBBER COMPANY 

328-330 Broadway 

New York, New York 

Gentlemen : 

Send to us a generous supply of your new window streame 








Address ......... 





streame'> 
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Points Out Inequities in Tax Legislation 





Tanners Council Economist Urges Changes in Provisions 
Which Might Tax Those Operating at a Loss 
Over Period of Several Years 


WASHINGTON, D. C.—Appearing at 
the hearings held by the Senate Finance 
Committee last week, the Tanners’ 
Council economist, I. R. Glass, urged 
that the Senate rectify inequitable pro- 
visions of excess profits tax legislation 
passed by the House. “The tanning 
industry,” he said, “does not question 
the validity or purposes of excess profits 
taxes. However, the measure passed by 
the House has this paradoxical feature: 
It might require tanners to pay taxes 
on excess profits even though over a 
period of several years they may oper- 
ate at very low returns or at a loss.” 
Mr. Glass pointed out that the incidence 
upon a single year of the high tax rates 
contemplated would have the dangerous 
and inequitable effect of absorbing a 
major proportion of such earnings with- 
out any offset or recompense for the 
years of inevitable loss. “It can hardly 
be the intention of Congress to impose 
excess profits taxes upon companies 
with subnorma! earnings or losses,” 
said Mr. Glass. “Yet that can easily be 
the effect of the egregious measure ap- 
proved by the House. 

“The two options provided in the 
House bill can operate equitably only 
if these assumptions are correct. These 
are, first, that income in the base pe- 
tiod was representative and equal to a 
fair return upon invested capital. Sec- 
ond, that profits realized in any one 
year are actually available for the pay- 
ment of taxes of the magnitude pro- 
posed. Third, that corporate income is 
Stable from year to year not only in 
the suggested base period but at all 
other times and particularly in years 
subject to the excess profits tax. These 
assumptions may be correct in some in- 
dustries. They are far from being the 
ease in the tanning industry. 





Dates to. Remember 


NATIONAL MEN’S SHOE WEEK 
September 14-21, 1940 


Official Opening of American Leathers 
and Style Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 

September 16, 17, 1940 


Shoe Manufacturers’ Spring Opening, 
Eugene A. Richardson, Megr., Hotel 
New Yorker, New York City, 

November 10, 11, 12, 13, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass. 
December 2, 3, 4, 5, 1940 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Illinois 

January 4, 5, 194] 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill.....January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair (Jointly 
Sponsored by Michigan Retail Shoe 
Dealers Association and Michigan 
Shoe Travelers Club), Hotel Statler, 
Detroit, Mich...January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
ie Gan etncdudes< January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 





“Income in the tanning industry is 
highly erratic and subject to violent 
fluctuations. This is a condition whick 

[TURN TO PAGE 34, PLEASE] 


St. Louis Firms to Show in 
New York November 10-13 


St. Louis, Mo.— The second semi- 
annual seasonal opening of the St. 
Louis style lines will take place at the 
Hotel Pennsylvania, New York, No- 
vember 10 to 13, under the auspices of 
the St. Louis Shoe Manufacturers’ As- 
sociation. The St. Louis factories, 
therefore, will again concentrate their 
first showings under one roof. A. M. 
Burton, secretary of the association, 
has just revealed the fact that St. Louis 
has taken an option on the Hotel Penn- 
sylvania for the above dates, and that 
sample rooms are being assigned as 
fast as the reservations arrive. Last 
May St. Louis held its first seasonal 
opening in New York at the Commodore 
Hotel and, in addition to its own 25 
exhibitors, invited manufacturers from 
other sections also to show at the Com- 
modore. This idea will be repeated. 

The committee in charge of this sec- 
ond St. Louis seasonal opening is com- 
posed of W. S. Milius, chairman; C. L. 
Hein, H. G. Johansen and A. M. Bur- 
ton. Although plans have not been 
completed, St. Louis manufacturers are 
confident that this year’s forthcoming 
November openings will mark one of 
the biggest market seasons experienced. 

During the past two weeks St. Louis 
shoe manufacturers have experienced 
a marked improvement in business. 
Size-up orders, both make-up and for 
in-stock, have come from every section 
of the country. Although manufacturers 
here do not expect full-time schedule 
for production for the balance of the 
season, there is a much more optimistic 
feeling than existed a few weeks back. 


Pairing Up 

Cuicaco, ILL.—Bill and George Phil- 
lip, who operate the Phillip Bros. Shoe 
Store, at 4908 W. Cermak Road believe 
in doing everything in pairs, even when 
it comes to matrimony. George was 
married last month and just returned 
from his honeymoon when Bill married 
and departed on his. 











[34] 


Points Out Inequities 
In Tax Legislation 
[CONTINUED FROM PAGE 33] 


arises from the nature of the industry, 
its slow turnover and high proportion 
of inventory to total assets. The coin- 
cidence of price rise and expanded vol- 
ume will inflate earnings sharply in 
any single year. However, such earn- 
ings are inevitably offset by equivalent 
losses when prices decline. This has 
been a characteristic condition in the 
industry and it emphasizes one salient 
fact: Annual income cannot be an ac- 
curate measure of true earnings in the 
tanning industry. During the period 
1936-1939 tanners’ average income and 
average rates of return would force 
them to elect the invested capital basis 
of figuring excess profits credit. Upor 
this basis they would be limited to an 
exemption of 7 per cent on the first 
$500,000 of invested capital and 5 per 
cent thereafter. The minimum credit 
provided in the law would become the 
maximum for tanners. 

“In any single year, however, actual 
rates of return might be sharply higher 
than the maximum exemption per- 
mitted to tanners. Other industries with 
more profitable earnings’ records would 
be allowed as much as 10 per cent, 
whereas the tanner would be penalized 
for unprofitability in the past by being 
allowed no greater exemption than 
slightly more than 5 per cent. This not 
only represents discrimination; it is 
extremely dangerous tax inequity. For 
if tanners must surrender in taxes the 
major portion of earnings in an occa- 
sional good year, without any offset 
for the years of loss, the industry’s 
capital may be drawn off as taxes. Un- 
der the terms of the House bill a cor- 
poration with profits in one year, re- 
gardless of equal or greater losses in 
preceding and subsequent years, would 
be subject to excess profits taxes. 

“The conditions outlined here have 
no relation to the national defense pro- 
gram. They are inherent in the indus- 
try’s structure and have been just as 
true in previous years as they are 1o- 
day. Changes in the House bill do not 
provide any relief for the major prob- 


lem involved by the proposal to tax 
excess corporate profits. If these profits 
are to be assessed on an annual basis, 
without regard to the erratic nature of 
earnifigs and average profits, then a 
flat rate of exemption should be per- 
mitted, a rate high enough to eliminate 
possible injustice in any single year. 
It is suggested that the rate of 10 per 
cent which would be allowed to some 
taxpayers should be allowed to all. On 
the other hand, the more desirable 
basis for an equitable tax on excess 
profits would require that the tax be 
imposed on year average earnings. 
This might entail a net loss carryover, 
a carryover of deficiency against excess 
credit from one year to the next, and 
the right to future readjustment if sub- 
sequent losses offset previous earnings. 
In short, if earnings for the purposes 
of the tax were measured on a cumula- 
tive or average basis it would be pos- 
sible to tax genuinely excess profits 
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rather than impose the tax on subnor 
mal rates of return.” 

The Council’s economist drew atten 
tion to another feature of the bill, as 
drawn at present, demanding correction 
in order to avoid injustice. “The cor- 
poration operating almost entirely on 
borrowed capital and without any 
equity capital of its own will be seri- 
ously hurt by the proposed bill. Specia! 
relief must be granted to this class of 
taxpayer, with the privilege of includ 
ing all or none of the borrowed capita! 
and commensurate treatment of interes 
deductions. Furthermore, the case o! 
such taxpayers emphasizes the neces- 
sity for preventing the injustice of tax 
ing occasional profit years at extrem: 
rates without taking cognizance of th: 
unprofitable years. The House bill pro 
poses to tie a millstone to the compan: 
operating with borrowed capital, and : 
completely revised measure is essen 
tial.” 





Back From Canadian Trip 





Back on the job after two weeks in Canada are Lin Moody, of the Orthopedic 

Shoe Co., Portsmouth, Ohio, and Bill Gray, of The Miller Shoe Co., Cincinnati, 

Ohio, shown here on the dock at Yarmouth, N. S., before boarding the boat for 

Boston. Quite a team of names that, Gray and Moody, for a vacation trip but 

according to reports they had a swell trip fishing for salmon on the Miramichi 

in New Brunswick and for trout in Nova Scotia. They brought back plenty of 
snapshots of the “big ones” that didn’t get away. 































Every manufacturer knows that the criti- 

cal moment in the history of a sale takes 

place at the counter (Fitting Stool). 
GEORGE BIJUR 


(Well-Known Advertising Agent.) 

























M, 
igt 
—- 


thi 





BOOT ann SHOE RECORDER, September 14, 1940 


“My word, how that preference 
has spread!” 


py something worth remember- 
ing as you pen your next galosh 
order: 

From the rock-bound shores to the 
sun-kist coast, women are all alike. They 
want the Talon slide fastener specific- 
ally. 

How can we be so positive?... 

80 famous stores questioned tens of 
thousands of consumers about slide fas- 
teners. In answer to direct questions: 


3 out of 4 say they are aware of bad 
slide fasteners. 

But the vast majority know the Talon 
fastener is GOOD! Fact is, among the 
thousands giving their preference, more 
than 70 want the Talon slide fastener 
to each one mentioning any other brand. 
Practically unanimous. 


* oo * 


Much too pronounced a preference to 


_ ignore! And why on earth should you? 
at for —when it doesn’t cost your store any- 
ip but thing more to specify Talon fasteners 
amichi on all your galosh orders. 

nty of 


TALON, INC., MEADVILLE, PA. 


THE DEPENDABLE 
SLIDE FASTENER 








oo 

—— 
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SPW921 No. 78007-C 


style.--feel---price 


Nohawks help all 3! 


Write for facts on Mohawk’s range of colors, textures, 


weaves, prices . . and how Mohawk helps sell shoes. 
MOHAWK CARPET MILLS, AMSTERDAM, N.Y. 
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Spring Colors for Men’s Shoes 


FOLLOWING are the nine colors for men’s shoes off- 
cially adopted for Spring, 1941, by the joint committee 
of tanners, shoe manufacturers and retailers in coopera- 
tion with The Textile Color Card Association. Margaret 
Hayden Rorke, managing director of the color organiza- 
tion, has prepared the following merchandising guide 
to assist the shoe and leather industry in the sales pro- 
motion of these Spring and Summer colors. 


Town Colors 

Yankee Brown—Retains its importance as a leading 
volume color for those who do not favor stained or 
antiqued finishes. Especially suited to conservative town 
shoes in all types of leathers. 

American Tan—This lighter town color promises to 
be even more widely used this Spring than during the 
past season. While it lends itself well to stained or 
antiqued finishes, it is also an excellent shade without 
antiquing. Best adapted to leathers with grained or 
boarded surfaces, but used also for smooth leathers. 
Although slated for wide use as a town shade, it also 
has acceptance as a casual color. Used in all-over shoes 
or in combination with white. 

Alamo Tan—Launched last season as a new casual o1 
country type color, this lively russet shade now has 
prestige for town shoes as well. While favored princi 
pally for deeply stained leathers, it is also a wearabl 
color without staining. Especially suited to leathers with 
plump body and boarded or crushed surfaces, also re- 
versed leathers. In addition to its use as an all-over 
color, it has volume importance for combination with 
white. 

Continental Brown—This smart new color of rudd) 
tonality, which replaces Belmont Brown of last season 
is adapted to both town and conservative sports shoes. 
Used in smooth, crushed and boarded leathers, it still 
retains its ruddy cast though stained a deeper tone. 

Cortez—Retains its popularity as a smart tone of th« 
Cordovan family, because of the continued favor fo: 
darker leather of this type obtained by stained finishes. 
Widely accepted by those who favor university typ: 
clothes. 


Country and Slacks Colors 


Patio Beige—New version of the popular coconut 
shade that blends with straw hats in the same colo: 
range, as well as with the important gabardine tone fo: 
slacks. Adapted to boarded, crushed and elk finishe- 
in sports or casual lounging shoes, including the mov- 
casin type. For wear with slacks and leisure clothe-. 
which are increasing in popular demand. 

Adobe Tan—This smart saddle shade introduces a 
new theme for sports and country type shoes, worn wi!h 
slacks and other casual or leisure clothes. For smooth. 
reversed, grained or elk finishes and crushed leathe:-. 
Especially adapted to antique staining. 

(TURN TO PAGE 44, PLEAS! | 
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R. H. Fyfe & Co. Celebrate 
Diamond Jubilee 


Detroit, Micu.—Thursday, Septem- 
ber 5, the R. H. Fyfe and Company 
celebrated an event that is most un- 
usual in the history of the American 
shoe trade—the Diamond Anniversary 
of “America’s largest shoe store.” 





{ 


tees FYFE’S tee0 


DIAMOND sUBtLOE 


Boy hanaly infra an ppd tha 
= Dlasday, the fifth of Seplombee, the 
R.A. Fyfe and Company will hawa-aber— 
bained the venerable age of seventy-five yeas. 


Ze mach the sccasion in proper fashion, plans 
have beam laid for « goodly feast, on the ove 
of that Lay. lt is ou wish that you will find 
it possible bo allend this care event in person. 


Attire will be infecmal. Jhe lime: sixm 
thinly o'clock. We will fool most honorad 
bo have you as one guasl. 


William Henry blams, President 


OM Fyte end Company Owmre 


Oume m the tye Aedinrnem 








The big day started off with the rare 
spectacle of a retailer acting as host to 
about twenty-five shoe travelers and 
representatives, first at a luncheon at 
the Detroit Athletic Club, and then a 
trip to Briggs Stadium to see the De- 
troit Tigers beat Cleveland. 

In the evening, some 200 shoe men, 
press representatives, all memebrs of 
the Fyfe organization, and others were 
guests of the store in an Anniversary 
Banquet served in the fifth floor audi- 
torium of the store. 

General arrangements were in the 
hands of F. E. Whitelam, display mana- 
ger of the store, who did a very capable 
job. A three-deck birthday cake with 
75 candles was lit and later cut and dis- 
tributed to all guests. 

William H. Adams, president of 
Fyfe’s started off the program, after 
receiving an ovation that lasted several 
minutes, giving briefly the history of 
Richard H. Fyfe, the founder, and then 
introduced Vice-President Steven J. Jay, 
who acted as toastmaster. Mr. Jay 
called for a silent standing tribute to 
four departed pioneers who were to- 
gether in the store for nearly fifty 
years—Richard H. Fyfe, former Presi- 
dent William T. Livingston, Mark E. 
Stevens, who was secretary-treasurer, 
and Charles Baxter. 

Jay then introduced the many guests 
of the evening. 

Maleolm W. Bingay, Editorial Direc- 
tor of the Detroit Free Press, and na- 


| 











20 Numbers in Bowling Shoes, Ox- 
fords for Men and Women. To retail 
from $2.50 to $5.00. 





IN DEMAND - RIGHT NOW! 


Across the country, shoe merchants are 
falling in line to get on the “bowling shoe 
band wagon." Since our first ad, the re- 
sponse has been terrific—and our enlarged 
In-Stock department is taking care of all de- 
mands. Establish your store as headquarters 
for ATHCO bowling shoes—the shoes used 
and recommended by Max Stein, champion 
bowler of them alll 


FREE DISPLAY! 


Send for catalog and prices at once. A 
colorful display free with initial order. 


PE ee 
THE ATHLETIC SHOE COMPANY 


Makers of the famous REST-RITE Slippers 
930 N. Marshfield Ave., Chicago 





tionally known writer under his own 
name and the pen name of “Iffy the 
Dopester,” gave the address of the eve- 
ning—a lively and dramatic talk on the 
history of the company and of the city, 
and on a wide range of interests. 


Colonial Tanning Completes 
16 Years in Business 


Boston—Colonial Tanning Company 
has just rounded out sixteen years of 
business, having started in August, 
1924, and they had the largest month 
in their history, selling over two million 
feet of leather during August, 1940. 


Joe, Archie and Kivie Kaplan started 
in August, 1924, with $4,000 each, a 
total of $12,000 and have worked very 
hard during these past sixteen years to 
build this business up. They have 
world-wide distribution of their prod- 
uct and have among their plants a tan- 
nery at Belleville, N. J., being run by 
Jim Crowhurst and his four sons, who 
have extensive experience in the manu- 
facture of patent leather. They also 
have one of the most modern japanning 
plants in the country, at Canton, Mass., 
where all the leather is japanned under 
ene roof, and the capacity of the tan- 
nery and japan shop is approximately 
20,000 sides weekly, all patent leather. 





WHERE 
TO 
BUY 


Workshoes 

















——™" 


PROFESSIONAL | 
BOWLING SHOES | 
Men's Men's Women's 
Bal ‘ord Oxford 
$2.75 


No. 240 
BROOKS SHOE MFG. CO. 
Swanton & Ritner Sts., Philadelphia 
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Moccasins 


i i ee ei i ee ae ln ea i de i 


MOC-ABOUTS || 
g- Ss. Pat. Of. 
a Sieck for Men & Boys. 


Chee. Retan Up- 
Rubber 
eles... Leather 
Flexible 


Price 
1.15. Terms 5/30. 


NASHUA SLIPPER CO., Lowell, Mass. 

















Lee Named Women’s 


Shoe Buyer 


MONTGOMERY, ALA.—Calvin Lee has 
been appointed buyer and manager of 
the women’s shoe department of Al 
Levy’s here, it was announced by A. K. 
Levy, proprietor. Mr. Lee has been 
identified with the shoe business in 
Montgomery since 1926. The shoe de- 
partment will be expanded and new 
lines added. 


Takes On Additional Line 


Cuicaco, Itt.—Herbert L. Borden is 
now representing the Enterprise Shoe 
Co., of Milwaukee. Mr. Borden also has 
the line of Charles Henry Brown & 
Sons, Inc. 
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Test Yourself on 
Merchandising Arithmetic 


DIRECTIONS: Check the best answer 
under each of the following questions. 
Then compare your answer with the key 
printed on page 48. WHAT IS YOUR 
SCORE? 


1. When a markdown of $100 is taken, 
the net profit for the period is reduced 
by that amount. 

——(a) The statement is TRUE. 
——(b) The statement is FALSE. 


2. If the list price of an article is $100 
less 10% and 5%, the net amount is found 
by: 

——/(a) Subtracting 15% 
that amount. 

——(b) Subtracting 10% of $100, then 5% 
of $100 from the original list 
price. 

—/(c) Subtracting 10% of $100 from 
that amount, then subtracting 5% 
of the balance from the latter 
amount. 

Subtracting 5% from 10%, then 
deducting the difference (5%) of 
$100 from that amount. 


of $100 from 


3. It is not possible to take a markup 
on retail of over 100%. 

——(a) The statement is TRUE. 
—(b) The statement is FALSE. 





Successful Promotion of 
Men’s Flexible Shoes 


“O'CONNOR & GOLDBERG 
ennovace « oew ond reveletionary flexibility in mens Shoes! 


‘ Ae 


SHOES for MEN! 


aw achervement of 3) years cope rience! 


c 


8 eaters 


O-G STORES FOR MEN 


STREET. West, near Dearborn 


Chicago, 1ll.—One of the most suc- 
cessful promotions in the history of 
O’Connor & Goldberg, which operates a 
group of men’s and women’s shoe 
stores throughout the Chicago area, was 
achieved through the recent introduc- 
tion of men’s low-priced flexible shoes 
of heavy construction. The shoes, 
known as V-flex and priced at $5.00, 
were introduced through full-page news- 
paper advertisements and complete win- 
dow displays in all O-G stores during the 
first week in September, the period re- 
served by this firm in other years for 
the introduction of a number of other 
revolutionary innovwations in shoe con- 
struction and style. 








= 


There’s an 


“IDEAL” 
MARKET 


right in your town 
Each week hundreds of 
young children step from 
Mrs. Day's Ideal Soft Soles 
right into juvenile shoe de- 
partments where Mrs. Day's 
Flexible Walking Shoes are 
sold. From experience their 
parents appreciate the de- 
pendability and satisfaction 
assured by the recognized 
Ideal trade-mark. With the 
Ideal line you get a share of 
that new business . . . start 
many a new, long term cus- 
tomer. For complete details 
... and catalog 
write to 
MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 























Sizer Named 
Nettleton Manager 


ROcHESTER, N. Y.—Walter E. Size! 
of this city has been named manage! 
of the retail store of A. E. Nettleton 
Co., State and Willow Streets, Syra- 
cuse, and has gone to that city to begin 
his duties. 

Mr. Sizer was until five months ago 
manager: of the Nunn-Bush store, |o- 
cated in Hotel Seneca, here, which was 
recently closed. 

An exceptionally able shoe man, Mr. 
Sizer began his career with the forme: 
Union Clothing Co., where he was buye! 
of men’s shoes. He was with the Foot 
Joy Shop before going with Nunn-Bush. 
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Son Joins Father’s Firm 


CINCINNATI, OHI0O—Howard “Bud” 
Altman, son of Edward Altman of the 
Altman Brothers Shoe Mfg. Co., here, 
has recently become associated with his 


HOWARD ALTMAN 


father’s concern as head of their in- 
stock department. 

“Bud” Aitman graduated last June 
from the University of Wisconsin with 
the degree of Ph.B. He studied general 
business administration and majored in 
banking and finance. He is very en- 
thusiastic about the shoe business and, 
needless to say, his father is proud to 
have his son in the game with him. 


Eleven Firms Share 
Big Army Shoe Order 


Boston, Mass.—Eleven of the eight- 
een shoe manufacturers who on Au- 
gust 27, submitted bids on an order for 
Army service shoes totaling 1,000,000 
pairs, have received “notices of intent” 
from the local Quartermaster Depot. 
Actual contracts, however, will not be 
awarded until the Second Supplemental 
National Defense Appropriation Act 
of 1941 has been passed by Congress 
and signed by the President. 

Companies having received 
“notices of intent” include: 

E. J. Givren Shoe Co., Inc., Brockton. 
Mass., 100,000 pairs at $2.41 per pair; 
Doyle Shoe Co., Brockton, 40,000 pairs 
at $2.45; Charles A. Eaton Co., Brock- 
ton, 150,000 pairs at $2.48; Craddock- 
Terry Shoe Corporation, Lynchburg, 
Va., 65,000 pairs at $2.52; Brown Shoe 
Co., St. Louis, 150,000 pairs at $2.515; 
Hill Bros Co., 40,000 pairs at $2.50 
and 10,000 pairs at $2.57; International 
Shoe Co., St. Louis, 100,000 pairs at 
$2.51 and 100,000 pairs at $2.54; Gen- 
eral Shoe Corporation, Nashville, Tenn., 
100,000 pairs at $2.54; Joseph M. Her- 
man Shoe Co., Boston, 75,000 pairs at 
$2.56; Hanover Shoe Co., Hanover, Pa., 


these 








ORIGINAL and D 
STYLI 


in all patterns - 
or sports. And t 
numbers in stock. 
prompt stoc 
ceptional values ..- 


ISTINCTIVE 
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. style .- staple . - 
here are over 150 
. Breadth of line 
k service .-- ©* 
comfort fitting 


. and that inimitable custom 


look make Tay 
best sellers in 
stores. Typic 


lor-Made Shoes 
hundreds of leading 
al of Taylor-Made 


styling is — 


© PROOF THAT CUSTOM CHARACTE 


50,000 pairs at $2.58; and R. P. Haz- 
zard Co., Augusta, Me., 20,000 pairs 
at $2.58. 

These prices compare with a flat 
price of $2.48 per pair at which the 
International Shoe Company was 
awarded a contract to make approxi- 
mately 450,000 pairs late last July. 


Geuting’s Hold Auanal Picnic 


PHILADELPHIA, Pa.—The A. H. Geu- 
ting Shoe Company held their annual 
picnic on Labor Day at the Brookline 
Country Club. The attendance was 
estimated at 150, including executives 
and employees of the store. Prizes were 
given for the races, games, and other 


STANWELL No. 2331 
Tan Soranac.. crepe sole ap 
maker finish AA to D..6 10 


STANWELL No. 2311 
Some with leather sole 
Both retoil at $5 to $5.50 


0-SO-EZ-E No. 3098 
Gallun's Brown Norwegion _ 
bootmoker finish . single sole 


Stocked AA to D..610 12 
Retails $6.95 to $7.50 


P. 
E. E. TAYLOR COR 
BOSTON MASS. 


R NEED NOT BE EXPENSIVE © 


athletic events, hosiery for the women, 
and neckties for the men. Anthony 
Geuting spoke at the dinner following, 
stressing the loyalty of the employees 
and the importance of their service to 
the store. 


Jacobson Bros. Open 
Miami Shop 


MIAMI BEACH, FLA.—One of the new 
firms coming onto Lincoln Road this 
next season is Jacobson Brothers of 
New York. They have leased the shop 
at 425 Lincoln Road and will fea- 
ture Red Cross Shoes, as they do in 
their New York shops. 
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Children's Shoes 


Dr. C. A. Haines 
Shoes for Children 


SUPERIOR SHOE CO., 

508 S. Peoria St. 

seertan getty, carried bn sah by 

251 W. Jefferson St. tig 124 columbia St: 
Jayson Shoo Co... . Les Angeles Cal. _ 


Mfrs. 
Chicago 


oe ee 


Soles and Heels 


lta il i i el 


SQUARE CORD 


Soling material for Your popular 
priced Shoes. Don’t fail to get 
our prices. 
THE LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 




















Store Wins Sales Award 


Emporia, KaANs.— The shoe depart- 
ment at Bruckner’s Clothing store, 719 
Commercial, is the recipient of a large 
silver and engraved loving cup pre- 
sented by the Jarman Shoe Co. for out- 
standing “representation, presentation, 
and distribution” of Jarman shoes. 

Bill Bruckner, owner, expressed great 
surprise at the announcement that his 
shoe department had been awarded the 
prize in a year-long contest. He de- 
clares that his firm had not put on 
more than the usual number of pro- 
motions to win the contest. 


To Exhibit at Leather Show 


Boston, Mass.—I. M. Kaplan, Inc., 
of Peabody, Mass., will exhibit at the 
coming Leather Show to be held at the 
Waldorf-Astoria, September 16 and 17. 
The following leathers will be on dis- 
play: Baby Boston Alligator in Colony 
Brown, Conga Brown, Toffee Tan, Blue- 
jacket, Patio. Beige, Varsity Green, Air- 
way Blue and White; and Genuine Buf- 
falo Softees in latest colors. 
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Delman Shows Fall Collection 


New York—At a recent buffet sup- 
per for the press at the Bergdorf-Good- 
man shoe salon, Delman, Inc., displayed 
its Fall collection. 

In keeping with this season’s Ameri- 
can Fashion theme, due consideration 
is given to the new straighter, nar- 
rower silhouette, the soft drape and the 
shorter skirt. Because of this, the new 
shoes are classic, feminine and dignified 
in a series of step-ins, oxfords, tailored 
and trimmed pumps and sandals. 

“The Pyramid” last—the newest 
walled toe silhouette—emphasizes the 
trend toward slightly narrower toes, 
making the foot look sizes smaller. A 
walled last is featured in the most im- 
portant wide custom sabot, which is 
perfect for town tailored wear.” ‘Phe 
latest edition of the famous soft, per- 
forated Jabot sandal which swept the 
country last season, is now presented in 
a new pump version for Fall. The 
Cavalier Bootee is dashing and extreme 
in suede with a soft draped corduroy 
touch. The success of Baby Boroso 
Sharkskin is continued in effective com- 
binations with suede. A D’Orsay pump 
for dressy afternoon wear is decorated 
with tiny silk French knots on a shirred 
cravat bow and on the heel. There is 
a revival of the mode for rich bronze 
kidskin for late afternoon and cocktail 
wear which fits perfectly into the sea- 
son’s new brown picture. 

New leather combinations are em- 
phasized—suedes in combinations with 
reptile, Boroso, calf and suede piped 
with patent. All-over suedes are used. 
Many alligators in tailored types of one 
strap, sabot, oxford, and step-in models 
are important. 





Al Went Fishing, Too 


Al Bogutz, sales r of the New- 
ton Elkin Shoe Co.. Philadelphia, Pa., 
right, proudly displays the 75-pound 
sailfish, which measured just one inch 
less than eight feet, that 
caught off Miami Beach. 
of his catch, Al was made a member of 
the Eastern Airline’s “Flying Fisher- 
man’s Club” and of the Miami Beach 
Sailfish Club with a certificate signed 
by the mayor. 


yNS WIN 
WINTER 


When you stock Weejuns, remember this 
ideal as the running mate of Bass Ski 
Boots; they ‘cre an all-year shoe slipper 
for feet seeking leisurely relief. Made with 
true Bass skill, the uppers are firm leather 
mounted on a hard sole assuring real com 
fort at the beach, in the locker room, or 
just browsing around the house. Get in 
on the late winter sales with Weejuns, but 
remember that they mean extra sales ai! 

tr round. Write G. H. Bass Company 

pt. BS-2, Wilton, Maine, for FREE ilius- 
trated catalog. 





WEEJUNS cisse 


Avon to Make 
Air Wedge Soles 


Boston, Mass. — Under arrange- 
ments recently made with Dr. Ray R. 
Reeves, the Avon Sole Company is now 
making Air Wedge soles. Dr. Reeves, 
the patentee of this sole, is well known 
for his research in podiatry and for the 
active practice he has carried on ir 
Hollywood for many years. He has 
made a specialty of the foot problems 
of athletes, and the Air Wedge sole 
was originally designed for one of the 
ranking tennis players of the country 
who was in need of arch support. 

Limited production facilities have re- 
stricted the sale of the soles, but the 
Avon Sole Company has installed com- 
plete mold equipment and is in position 
to supply the soles in volume. National 
advertising will be used to acquaint the 
public with the unusual qualities of a 
sole which has the appeal of sport and 
support. 








McGeary Opens New Store 


PROVIDENCE, R. I.—Donald G. Mc- 
Geary, proprietor of McGeary’s Canti- 
lever Shoe Shop, Inc., 145 Tremont 
Street, Boston, Mass., has opened a 
new retail shop at 290 Westminsier 
Street, this city, under the same name. 
Lynn W. Thomas, who has been asso- 
ciated with Mr. McGeary in the Boston 
store, is in charge of the new stor« 
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Merchandising Trends to Be 
Discussed at Conference 


Boston, Mass.—A number of well- 
known speakers will address more than 
500 business leaders from all sections 
of the United States and Canada at the 
12th annual Boston Conference on Dis- 
tribution, which opens a two-day ses- 
sion at the Hotel Statler, on Monday, 
October 7. Sponsored by the Retail 
Trade Board of the Boston Chamber of 
Commerce in conjunction with Har- 
vard University Graduate School of 
Business Administration, Massachu- 
setts Institute of Technology and Bos- 
ton University College of Business Ad- 
ministration, the Conference, in its 12 
years, has presented annual appraisals 
of the major.economic.trends affecting 
distribution and has established an in- 
ternational reputation. 

Among the speakers are Harvey S. 
Firestone, Jr.; Harold H. Swift, vice- 
chairman of board, Swift & Co.; Hon. 
Thurman Arnold, Assistant Attorney 
General of United States; Governor 
Lioyd C. Stark, of Missouri; Sir Louis 
Beale, of the British Purchasing Com- 
mission; Leo M. Cherne; Mme. Elsa 
Schiaparelli, noted Parisian designer; 
Mrs. Edna Woolman Chase editor of 
Vogue Magazine; Elizabeth Arden; 
Mrs. Sara Pennoyer, Bonwit Teller, 
Inc.; Chester D. Feitel, of Kay Kamen, 
Ltd. (Walt Disney Productions); C. F. 
Hughes, Business News Editor, New 
York Times; Edwin S. Friendly, Busi- 
ness Manager, New York Sun; Dr. S. 
H. Slichter and Dr. Nathan Isaacs, of 
Harvard University; Professor Carl 
Shoup, of Columbia University; Dr. 
David R. Craig, President, American 
Retail Federation. 

Among the subjects of papers are: 
Effect of War Conditions on Distribu- 
tion; Price Behavior and Business 
Policy; Economic Factors in the Busi- 
ness Outlook; War Emergencies and 
Trade Practices; Retail Prices and 
Government Control; Taxes and Con- 
sumer Spending; 
Business; Results of the 1940 Business 
Census; The Distribution of Fashion. 


W. R. Watson Succeeds 
MeNeill as Manager 


SAN ANTONIO, TexaS—W. Ralph 
Watson, previously floor manager, has 
succeeded Earl C. McNeill as manager 
and buyer for women’s shoes for the 
Guarantee Shoe Company, Alamo 
Plaza, San Antonio. Mr. McNeill re- 
signed his position, which he held sev- 
eral years, to handle the Enna Jettick 
line in Texas and Louisiana for Dunn 
& McCarthy, of Auburn, N. Y. His 
headquarters will be in San Antonio. 

Succeeding W. Ralph Watson as floor 
Manager will be his brother, Charles 
F. Watson, formerly of Jackson, Miss., 
and connected with the Guarantee Com- 
pany from 1917 to 1925. The brothers 
are nephews of J. M. Watson, president 
of the Guarantee Company. 





ROULETTE 


Every young woman—styled and 
fitted in our shoes—becomes truly a 
modern Miss Pirate — capturing 
every eye and every heart with her 
ankle beauty. 


Every smart merchant can truly 
promote and profit by testing a trial 
order on our featured patterns. Get 
a catalog of In-Stock Speeders 
NOW. 








ROULETTE 


No. 105 Black 
No. 108 Brown 


Price $5.00 


DUTTON 

No. 60 Black 

No. 6! Brown 
Price $5.00 








MEADOWS & STEWART, inc> 
ers ct AUBURN, NEW YORK 


ats: ut 











Government and - 


Trade Literature 


New Catalogs Issued 


Modern Miss shoes are nicely por- 
trayed in a new catalog just going to 
the trade, showing 21 models in their 
fashion line and 16 in their sport welts. 
This new catalog is one of the most 
colorful the company has ever put out 
and one of the most compact, measuring 
5% inches wide and only 4% inches 
high, handy for carrying in the pocket. 
The cover is glorious in color because 
it pictures a large chrysanthemum. 

The Fall and Winter, 1940-41, catalog 
of Edgerton Shoes for Men is an un- 
usually effective job of color printing. 
Shoes are shown in the actual leather 
colors against backgrounds of various 
tints and clever style drawings in 
poster effect, showing characteristic 
Fall suitings and overcoat fabrics, add 
to the interest of the book, which shows 
a wide variety of styles both for sport 
and business wear. 


New Herbst Catalog 


MILWAUKEE, W1s.—Herbst Shoe Mfg. 
Co. have issued their new catalog fox 
Fall and Winter, 1940, featuring Child 
Life, College Chums, Tom-Boy, Offi- 
cial P. H. D., Research and Foot Model 
lines. The book has an attractive blue 
and gold cover, and shoes are shown 
in color, two on a page. A scroll effect 
in blue on the outside border of each 
page adds a decorative note. 





Children’s Department 
Enlarged 


SoutH BEND, IND.—Mrs. Mildred 
Lash, department manager, reports 
that the children’s shoe department in 
the new “Children’s Center” on the 
second floor of the Robertson Bros. De- 
partment Store, Inc., is a third larger 
than previously with a stock of more 
than four thousand pairs of shoes 
being carried regularly. This is a part 
of the expansion program by the entire 
store during this Summer. 
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Custom Built Shoes 
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Simon Ruwitch 


Cuicaco, Itt.—Simon Ruwitch, who 
for 31 years traveled the Middle West 
territory for the Commonwealth Shoe 
and Leather Co., died at his home, re- 
cently, in Highland Park. He was 65 
years of age. 

He had been ill for a year and had 
not been active in business for the past 
18 months. He was a former president 
of the Chicago Shoe Travelers’ Asso- 
ciation. His widow, Selma, and four 
children survive. His son, Robert, is 
now representing the firm in his terri- 


tory. 


Named Men’s Shoe Manager 
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Shoe Production Up 
For Month 


WASHINGTON, D. C.—The total pro- 
duction of footwear in factories report- 
ing for July, 1940, shows an increase 
of 19.9 per cent, or 5,562,865 pairs over 
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June, and a decrease of 2.2 per cent, or 
744,132 pairs from July, 1939. 

All lines of shoes showed a gain in 
July over the preceding month, June, 
but all, with the exception of men’s 
work shoes, decreased from the produc- 
tion total of July, 1939, and in the 
seven-month period, January to July, 
inclusive, as follows: 

Men’s dress shoes: a gain of 690,030 
pairs from June, 1940; a decrease of 
62,055 pairs from July, 1939, and a 
decrease of 2,904,295 pairs in the seven- 
month period. 

Men’s work shoes: a gain of 308,980, 
308,194 and 663,201 pairs in the three 
comparisons. 


Women’s shoes: a gain of 3,641,023 





And So Did Bill 





MANY NEW STYLES 
IN NEW HARRISON 
IN-STOCK CATALOG 


Harrison shoes are notable for their 
| sturdy construction, use of the best 











| available materials in their grades, 


backed by a prompt In-Stock service 
‘on 50 styles. Join the growing army of 
| retailers who use this line as a steady 


| source of profit. 


NEW HARRISON 
SHOES FOR BOYS 
AND MEN 
IN STOCK 


| Sole and Heel, 
Goodyear Welt 


HARRIS ON 


SHOE COMPANY 


pairs and a decrease of 1,291,927 an 
11,954,800 pairs, respectively. 

Youths’ and boys’ shoes: a gain ot 
163,914 pairs and a decrease of 10,074 
and 1,536,042 pairs. 

Misses’ and children’s shoes: a gail! 
of 452,309 pairs and a decrease of 18,- 
273 and 2,607,662 pairs. 

Infants’ shoes: a gain of 98,360 pairs 
and a decrease of 191,510 and 2,084,802 
pairs. 


Milwaukee Store 
Installs New Front 


MILWAUKEE, Wis.—A new structura 
glass front has been installed on Dyer’- 
Ground Gripper-Cantilever Shoe Store. 
402 E. Wisconsin Avenue, at an ap 
proximate cost of $2,000. The modern 
ized front harmonizes with shops i! 
the building immediately to the east o 
the shoe store. 


Leuber Manages 
San Bernardino Store 


SAN BERNARDINO, CALIF.—H. C. Leu- 
ber is now manager of the loca] Flor- 
sheim Shoe Store. He has been man- 


Not to be outdone by the East Coast 

boys, Bill Joyce, Jr., of Joyce, Ine., 

boated this 146-pcund marlin out of 

Balboa, Calif. According to record, it 

took Bill one hour and fifty minutes to 
bring this baby to gaff. 


aging Florsheim shoe stores on the 
West Coast for the last eight years, 
coming here directly from San Fran- 
cisco. He was previously in charge of 
the Seattle Florsheim shop. 


MontTGoMERY, ALA.—Frank J. Cox, 
formerly of Maas Brothers, Tampa, 
Fla., has been transferred to Mont- 
gomery as manager of the men’s shoe 
department of Montgomery Fair. 








BOOT anv SHOE RECORDER, September 14, 1940 


An Open Season 


For New Ideas 


[CONTINUED FROM PAGE 15] 


newness. Antiqued calf and antiqued 
alligator calf in spectator and active 
sports types will be leaders in arousing 
interest in second run shoes. The dull- 
ness in tone of this finish, permitting 
it to harmonize with many different 
colors, makes antiquing of definite 
fashion interest to many customers. 

Reptiles also provide sales stimula- 
tion, their appeal being, mainly, for an 
ever-growing number of women who like 
unusual materials (and who does not?) 
for after-suede buying. Tannages such 

; Caleutta lizard, python, mountain 

ke and alligator are gaining in their 
customer appeal. Genuine alligator in 
black, brown and blue is showing con- 
siderable strength in both high and low 
heels, because it appeals to those who 
demand loveliness of surface combined 
with the durability which is synonymous 
with alligator. 

California saddle leather, a neutral 
shade which is the perfect complement 
to tailored and wocien things, is an ac- 
tive recent addition to the season’s de- 
mand for “newness.” Bags and belts 
are available to match. 

Plastic materials and_ elasticized 
leathers are ever increasing in popu- 
larity and usage, and a wide variety of 
styles in each is being shown. 

For several seasons past the pump 
has ranked among the leaders in pat- 
tern types. This Fall, however, is prov- 
ing to be one of the greatest pump 
seasons experienced in many years. The 
news here is in novelty heels, wood 
carved, plastic covered with snakeskin, 
square backed and the like. Throat 
ornaments to match the heels have 
lifted pumps out of the good old staple 
class and have lent them the high style 
appeal that is most pleasing to the cash 
register. Open toes—in all materials— 
are the first selections of customers for 
Fall. 

With this “newness” the basis of cus- 
tomer-appeal this season, it’s an open 
season for multiple pair sales. Your 
customers will want to have shoes em- 
bodying one or more of the new fea- 
tures. It will be easier to sell them 
two or three pairs at a time now than 
it has been for some time past. And, 
don’t forget that sales of low heel plat- 
form oxfords, low wedges and play 
shoes will contibute greatly toward 
larger unit sales. 


New Member of 
Chicago Travelers 


Cuicaco, ILL.—Among the recent 
lew members of the Chicago Shoe 
Travelers Association is B. E. Mooers, 
who represents the Well-Worth Slipper 
Co., of Honesdale, Pa. Mr. Mooers was 
formerly with the shoe buying depart- 
ment of Sears, Roebuck & Co. 


Designed for Complete Visibility 


[CONTINUED FROM PAGE 17] 


to the street, with windows projecting 
into the shop beyond the all-glass en- 
trance doors and glass panels. In fact, 
the entire shop functions as a show win- 
dow, with its novel attractive appear- 
ance put to practical use. 


The design is further related with the 
awning enclosure projecting from the 
front face of the building and installed 
in line with the lobby ceiling. Front 
signs are installed and projected from 
the upper part of the awning enclosure. 

New is the thought of the lobby ceil- 
ing slanting downward beyond the en- 
trance doors into the interior and be- 
coming a portion of the inside wall cov- 
ered in rust and bronze paper, above the 
entrance doors. 

Rear wall panels of the show win- 
dows are made of bleached plain oak 
and are continuous the full length of 
the windows, with the entrance doors 
into the windows made of calico ash, 
leading into each display section from 
the rear passage back of the windows. 

Window displays are partially sepa- 
rated for the display of shoes in indi- 
vidual units, with stationary bleached 
oak dividers. Rear edges of dividers 
have recessed color fluorescent lamps 
illuminating rear show window panels, 
giving a related semi-individual effect. 
Continuous trough projected reflectors 
are Alzak lined and used for general 
lighting. 

Floors of the windows are finished 
ir calico ash with bleached oak mould- 


Readers of the LOS ANGELES TIMES 
were given a full page shoe story by 
the paper in an effort to stimulate in- 
terest in shoes. Women’s, men’s and 
children’s current shoe styles were each 
given pictorial mention in this page in 
a Sunday edition. No one make or 
store name was mentioned as_ the 
thought behind the page was to make 
the community consider it time to 
think of a new pair of shoes. 


ings at the glass line and rear wall 
recessed base line. These individual 
display windows project 1 ft. 6 in. from 
Sienna travertine marble covered frame 
work, Satin bronze frames and project- 
ing bronze mouldings at the upper part 
of frames support plate glass in the 
window. The right hand window is 
supported with Lucite tubing, from 
ceiling panel lights. The lights are in 
color with the colored light traveling 
down the Lucite tubes for night effect. 

Entrance doors and panels are made 
of %-in. thick plate glass supported on 
bronze channels and double action floo: 
hinges, with clear Lucite and bronze 
turned door pulls. 

All interior furniture is made of ash 
and maple, and is built exceptionally 
low. The hosiery and neckwear section 
is located on each side of entrance. Low 
leather covered lounges are arranged 
at both walls, and slanting projected 
lighted mirrors are placed between 
lounges, allowing customers the use of 
the mirrors while seated. 

An unsual number of displays is ar- 
ranged in various heights and places 
for shoe and accessories trims. The 
mezzanine floor is located at the rear 
center of the room and is used for office 
and stock room. 

The front treatment of the mezzanine 
facing the street gives a striking effect 
in assembled wood in mural form, ar- 
ranged on a large radius. Colored 
fluorescent lights penetrate from the 
left end of the wood mural. 

There is a circular salon under the 
mezzanine with circular divans and fit- 
ting ottomans upholstered in blue. The 
circular rear walls are finished in simi- 
‘ar rust and bronze paper. 

Service counter and will-call cabinet 
are made of calico ash and maple and 
are arranged on an angle, thus giving 
salespeople a full view of the front 
of store, with wrapping materials and 
supplies conveniently placed in the 
counter. A shoeshine stand installed at 
the rear of the will-call cabinet is a 
complimentary feature for all patrons. 
A uniformed attendant is in charge. 

Two circular lighted displays are re- 
cessed into the wall at the entrance of 
the stock room, each circle large enough 
for one pair of shoes. The stock room 
is racked to accommodate 5000 pairs of 
shoes. 

General lighting is of the recessed 
type with luminous plastic rims and 
louvres giving maximum direct light. 
The deeply padded carpet of rich red rust 
and off-white walls with ceilings of 
contrasting off-white, together with the 
other rust and bronze tones, complete 
the scheme. 

The store is 20 by 100 ft. deep in a 
new building in the very center of the 
best men’s trading section on the Boule- 
vard. Main featured lines are French, 
Shriner & Urner and Stack-Adams. 
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Shoes. 





No. 912— 

844/12—A to D—$1.95 
124/3—A to D— 2.10 
Less 5%—30 Days 


FREDERICKSBURG 





THE ANSWER TO A 
MOTHER’S PRAYER 


And To Pleas From 
Hundreds Of Merchants 


In All-Over Genuine 


Water Buffalo... 


(GENUINE Water Buffalo, the rough, tough 
leather that for years kept children’s shoes 
scuff-proof, NOW in an all-ver shoe! 
the strongest leathers known, it is mellow and 
soft, and easy on the tenderest child’s foot. And, 
it’s first again in Play Poise. What a Merchan- 
dising Scoop for dealers selling Play Poise. 
the new Virginia Shoe Catalog for four- 
teen other Play Poise styles in stock, priced to 
sell at a sensible figure, with a profit to you 
. . » Terms: 5%—30 Days . 
find Miss Virginia, Guide-Rite and Powhatan 





VIRGINIA SHOE COMPANY 


Manufacturers 





One of 


. . In it you will 


VIRGINIA 














Lizard Gains in 
Style Importance 


CuicaGco, Int.— An increasing de- 
mand for lizard and lizard calf in shoes 
for Fall is noted among several re- 
tailers in the Chicago area. A number 
predict that there will be a far greater 
play on lizard this Fall than there has 
been for many seasons and in some of 
the higher styled shops and salons it 
is expected to equal alligator in popu- 
larity. The fact that it is a finer grain, 
suitable for tweeds and yet dressy 
enough for many occasions, is believed 
responsible for the demand. 





Shoe Man Heads Store Group 


San Fsancisco, Cauir. — A. E. 
Hogan, vice-president of Gallen-Kamp 
Shoe Stores, has been elected to the 
presidency of the California Chain 
Stores Association. 

Hogan, who started fifteen years ago 
as a clerk with Gallen-Kamps, has 
had a rapid rise with the Company, 
including warehouse training, studying 
stock control, and in 1935 was elected 
vice-president in charge of many of 
the firm’s major operations. During 
the past five years the firm has ex- 
panded its operations widely in this 
area, opening many new stores. 






Spring Colors for Men’s Shoes 


[CONTINUED FROM PAGE 36] 


Pony Tan— Lively Mexican pony 
color, well-suited to sports or country 
shoes for sturdy outdoor use. Adapted 
particularly to the all-over shoe for 
wear with slacks and other sports togs 
Used in smooth saddle effects, reversed, 
grained or elk leathers and crushed fin- 
ishes. Suitable for staining purposes to 
achieve a rich darker tone. 

Dixie Tan—This successful russe 
tone enjoys continued acceptance in t! 
sports classification for all-over shoe. 
as well as a trimming color. Suited 
reversed and crushed leathers an! 
Scotch grains, as well as to smoot) 
leathers for trimming on white shoe 


NOTES 


All white shoes are an important fa 
tor in Summer business. White con- 
bined with color also has wide acce)- 
tance in sports shoes. Black retains its 
basic significance in men’s shoes. 





Pittsburgh Store to Install 
Large Men’s Department 


PITTSBURGH, Pa.—The new men’s 
shoe department in the 14-story building 
used by the late McCreery & Company 
and recently rented by Spear & Com- 
pany under a long term lease, wil! 
cover 600 square feet. This will be in 
addition to the shoe department in the 
present store on Penn Avenue, this 
department being opened in March of 
this year. J. Feingold, manager of the 
men’s wear and shoes, will be in charge 
of the new department in their new 
store on Oliver and Wood Streets. 

Robert Spear announced that the 
company may consider installing a 
women’s shoe department in their new 
store but nothing definite has been 
planned. 

The new store acquired by Spear & 
Company covers over seven acres of 
floor space. The first four floors under 
the present plan, will be air conditioned. 
The cost of remodeling this store ex- 
clusive of interior equipment will he 
about $1,000,000. 





Adds Shoe Department 
To Men’s Store 


Lerpsic, On10—Arthur K. Klenk, un- 
til recently with the J. C. Penney ©o., 
Findlay, Ohio, has acquired the Stech- 
schultes Men’s Store in this city, and 
will feature Crosby Square dress 
shoes and Ball Brand work shoes. The 
store has been remodeled and re- 
decorated. The shoe department is a 
new addition to the establishment. 





Open New Store 


MILWAUKEE, Wis.—Larkey’s, 615 N. 
Milwaukee St., here, opened recently. 
The store will feature Kali-sten-iks 
shoes for women and children. 
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SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 








IF YOU ARE A PRODUCER 
AND ARE TRAVELING 


OHIO 
INDIANA 


ILLINOIS 


WE HAVE A REAL OPPOR- 
TUNITY FOR YOU TO SELL 
OUR WOMEN’S CORREC- 
TIVE TYPE WALKING 
SHOES. 
IF YOU ARE INTERESTED 
GIVE US COMPLETE DE- 
TAILS OF YOURSELF IN 
FIRST LETTER. 


Address $882, Care 
BOOT & SHOE RECORDER 
100 East 42nd Street 
New York, N. Y. 











E=Teaeeceo men to handle large diversi- 
fied line of athletic footwear, riding boots, 
ice skate outfits, and all types of shoes, 

shoes in stock. cellent opportunity for plug- 
gers to build —- erritory open in 
New Jersey, upper New York State, Pennsyl- 
vania, Illinois, entire southern and western 
states , Straight commission only to start. 
Arnoff Shoe Company, 101 Duane St., N.Y.C. 


MANUFACTURER who makes a complete 
line of men’s and boys’ work and service 
shoes wants experienced salesmen to sell the 
department stores and retail trade. When in- 
quiring state full particulars and territory cov- 
ered. Territory open—Most states west of 
Mississippi; also Ohio, Maryland, Delaware, New 
Jersey, western New York, Massachusetts, 
Rhode Island, Connecticut, Virginia, Illinois, 
Washington, D. C., western Pennsylvania. Ad- 
dress $875, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





SALESMEN WANTED TO CARRY SIDE- 

LINE of men’s, and women’s luggage leather 
sandals retailing $2.00 to $3.50. Commission 
basis. All territories open. Salesmen having 
better shoe and rtment store connections. 
Address 2880, care & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





| Street, Souderton, 


| Ladies’ .Shee -Factories; 
| Frank Giosefi, 545 Lyell 


ESTABLISHED corrective shoe store with 
good following. High-grade line. Operat- 
ing record good. Excellent opportunity for 
man with orthopedic experience who has be- 
tween $4,000 to $6,000 cash. Address $859, 
care Boot & Shoe Recorder, 209 So. State 
Street, Chicago, Ill. 


FOR SALE 


Complete set of shoe store fixtures, cabi- 
net made, dark oak finish. lDiscontinuing 
business. Good location for shoe store. 
Well established business for 28 years. 


WERNER BOOT SHOP 


3171 South Grand Ave., St. Louis, Mo 
Phone Prospect 4211 














AST CALL FOR RELIABLE FOOTWEAR 

COLLECTION, 200 pairs rare, odd, foor- 
wear, domestic and foreign. Will split; also ar- 
range terms. Shoemen use as sales promoter or 
hobby. Cheap. Floyd G. Frederick, 130 Main 
Penna. 





POSITION WANTED 





OSITION WANTED: AS LASTING 
ROOM FOREMAN. Machine operator in 
25 years’ experience; 
Expert hand shoemaker. Pleasant personality. 
Avenue, Rochester 


New York. 


‘LINE WANTED | 


TTENTION, NEW YORK JOBBERS: 
Cracker jack salesman covering the State of 
New Jersey wants to handle fast medium priced 





| line of Men’s, Women's or Children’s Sports or 


Novelty Shoes. Have 75 to 100 good accounts 
waiting for prompt action. Fifteen years’ ex 

| perience and can furnish best references. Ad- 
dress $844, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y 


ANTED: ~ POPU i _AR PRICE LINE 

SHOES for Southeastern territory. Six- 
teen years road experience selling shoes, cover 
ing Carolinas and Georgia. Now employed, but 
desire change. Best references. Address 2881, 
care Boot & Shoe Recorder, 190 East 42nd 
Street, New York, N. Y 


Moves to Modern Location 


New HAVEN, CONN.—The Cooper’s 
Shoe Shop which is now situated at 244 
Orange Street, New Haven, is moving 
to larger quarters at 236 Orange Street. 

The new store will be illuminated 
with fluorescent lighting and will have 
new modern fixtures throughout. 





SHOE STORES WANTED 
FOR CASH 


retailing men’s, women’s shoes from $6.5( 
and up having short term leases. 
Write in — 


BARIS SHOE co., INC. 
79-81 Reade St., New York 
unusual references on request. 








Buyers of Surplus Stocks 
ea we oy ren or pA of shoes 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








BUYERS OF 


MANUPAOSUR ERS SETAILERS 
‘ SURPLUS STOCK 
We buy for cash surplus or aa shoe stocks 
Braoded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEAS 
14 8S. Third St. Philadel 
Phone Market 91 


hia, Pa. 








WEBUY 
Entire or Surplus Wholesale and Ketai! 
Stocks. Also rand Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital 
ity, Arch Preserver, Queen Quality, Bos 
tonians, Stetson, Red Cross, Nunn-Bush, bt 


IRVIN RUBIN 


89 Read 
Phone Barclay 7-7887. New York City 











To Cover Volume Field 


HAGERSTOWN, Mp.—Edgar J. Rosen- 
field, who has been selling stitchdown 
to the volume trade for many years, 
has recently joined the sales staff of 
the Southern Shoe Mfg. Co., Inc., 
here, manufacturers of infants’, chil- 
dren’s, growing girls’, boys’ and men’s 
popular-priced stitchdowns, with a 
daily capacity of 10,000 pairs. 

Mr. Rosenfield recently resigned from 
Truitt Bros., Inc., with whom he had 
been associated for 18 years as an 
officer and director of the firm. 











charge, 75 cents. For all other 


CLASSIFIED ADVERTISING RATES | 
The rate for “Position and Lines Wanted” pM per is 4 cents per word for all undisplayed advertisements. Mini- 


advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should.he added for the address. In all other cases each word of the 


address be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximam of 46 words. 
Classified advance. 
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ST. LOUIS 





ALL ROOMS AIR-CONDITIONED *322 UP 


O’Neill Opens Family 
Store In Elmira 


Evmira, N. Y.—J. Harry O'Neill, 
who has been associated with local shoe 
stores for 35 years, has opened a retail 
shoe store in the Merchants Bank 
Building, here. 

Edwin T. Lyon is associated with Mr. 
O’Neill in the new concern, which will 
conduct a general family shoe business. 


Trade Up in West 


Los ANGELES, CALIF. — Retail trade 
proved a bright spot in July, with vol- 
ume showing a substantial gain over 
the previous month, according to fig- 
ures released by the Security-First Na- 
tional Bank. Downtown stores in par- 
ticular bettered their June perform- 
ance, by a rising seven per cent. As 
compared with July of last year, a gain 
of 6.7 per cent was reported. 

The boom in aircraft production re- 
mains the most dynamic influence in 
the Southern California business pic- 
ture. Recently-announced plans for ex- 
pansion of the major plants are now 
being translated into action at a rapid 
rate. Employment increases almost 
daily. The business of supplying the 
many requirements of the aircraft 
manufacturers is steadily spreading to 
an increasing number and variety of 
industrial concerns located throughout 
Southern California. To cite but one 
example, several oil tool firms are turn- 
ing to the production of aircraft parts 
as an offset to the current low demand 
for their established products. 

Despite the widespread publicity 
which the United States preparedness 
program has received, the actual vol- 
ume of orders placed remains small. 
Several hundred local industrial firms 
have qualified to produce various types 
of military equipment and supplies, but 
as yet only a few have secured actual 
contracts. It is said that much time 
May pass before the government’s 
multi-billion dollar program is carried 
to the full productive stage. 


Adds Children’s Line 


CoLumsia, S. C.—Watson’s Shoe 
Company, 1439 Main Street, has added 
a complete line of children’s footwear tc 
its stock, after having handled adults’ 
shoes exclusively for years. R. Harri- 
son Parks is president and manager of 
the company. 
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Fall Merchandise Sells 
In Chicago 


Cuicaco, ILt.—Fall shoe business is 
continuing to move at a brisk pace in 
Chicago retail shoe quarters. Although 
many stores are now in the midst of 
semi-annual sales, new Fall merchan- 
dise is reported to be in greatest de- 
mand. 

Black suedes continue to dominate 
sales, with retailers reporting a decided 
interest in novelty type shoes. Carved 
and furniture heels, particularly in 
light woods, are selling well. Glass- 
type heels, which are now offered in 
moderate price versions are also begin- 
ning to sell in afternoon and street 
type shoes. There is considerable activi- 
ty on lower heel wedges, and open toes 
continue in demand. Black suedes are 
accented in most promotions, although 
there is also considerable attention to 
other colors. Marshall Field & Company 
are featuring “Boot-Black Suedes” as 
“first in fashion for Fall. Smooth, 
sleek suedes with the depth and rich- 
ness of antelope — some accented with 
silvery mountain snake or tiny bits of 
color. Some with big ticket-punch per- 
forations, -with snub-nosed country- 
bumpkin toes and pyramid heels.” 
Chas. A. Stevens & Co. has been pro- 
moting open toes for early Fall in 
“soot-black suede.” This same store 
has also placed special emphasis on 
narrow last shoes with “in - between 
heels—built on our fit-and-flatter last 
that’s narrow in the heel, high in the 
arch ... perfect for the slender foot.” 
Blue is selling extremely well and 
brown is gaining rapidly. O’Connor & 
Goldberg are devoting considerable 
space in the Madison Street salon to 
suedes in both of these colors. Carson 
Pirie Scott & Company are showing an 
entire window of brown matching shoes 
and bags with the legend “Brown 
Tracks Your Autumn Footsteps—Fash- 
ion’s favored shade for your shoes and 
bags this season.” Field’s have also 
placed special emphasis on color af- 
filiates in window, departmental, and 
newspaper promotion. 


Manages Sharon Store 


SHARON, Pa.—The Noble Shoe Store 
at 58 E. State St. is now being man- 
aged by H. P. Direnfeld. 

Mr. Direnfeld, who has been man- 
ager for the same firm in Pontiac, 
Mich., is very enthusiastic about the 
Sharon store. 


Celebrates Silver Anniversary 


ALBUQUERQUE, N. M.—Hunter H. 
Hale, owner of the Hale’s Brownbilt 
Shoe Store, and his wife celebrated 
their silver wedding anniversary re- 
cently at their ranch home north of 
town. Mr. Hale has been in the shoe 
business practically all his life, coming 
to Albuquerque in 1927. For the last 
three years he has owned his own store. 


LEARN 


ADVERTISING 
NMsLOIL/G 


F you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 


It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced 
course for mature people. 


Write today for the free booklet 
. «. it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 


260 Tremont Street Boston, Mass. 











Chicago Stores Feature 
College Shoes 


CuHIcaGco, ILL.—Shoes are playing an 
important part in “back-to-college” pro- 
motions in the Chicago area. Mer- 
chants report an early tendency to 
purchase this type of footwear. Al- 
though saddle oxfords still appear to 
be in universal acceptance, there is a 
general swing to other types with a lot 
of interest in the heavy soled mannish 
type brogues, antiqued leathers, and 
alligators. Moccasins and crepe soles 
are still selling. Black suede in stepins 
appear to lead for afternoon and dress 
wear. Wedges in the low heel type for 
campus wear and a few high heel ver- 
sions for evening are also selling. 

Carson, Pirie, Scott & Co. has de- 
voted an entire series of its State Street 
fashion windows to showing correlated 
fashions for all hours of the college 
day. These include a model wearing 
one pair of shoes, and another pair of 
shoes combined with optional acces- 
sories. There is also a number of show- 
ings of shoes with college fashions in 
the college shop in the store. 

Marshall Field & Co. have an acces- 
sory department in the college bureau 
containing several shelves of shoe sug- 
gestions. A wide variety of shoes are 
also suggested in a booklet of college 
needs. These include brown and white 
saddle oxfords, moccasins, spectator 
sport shoes, dress shoes, evening san- 
dals, huaraches, elk snow boots, tennis 
shoes, riding boots or jodphur boots, ski 
boots, shower slippers, rubber boots, 
carriage boots, toe rubbers, and “woo- 
gies,” defined as lamb’s wool wool-lined 
slippers. 





